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Rough Proofs 


The new Buick, it is announced, 
will be so roomy that riders can 
wear top-hats without any difficulty. 
This will be good news for Major 
Eustace Tilley. 
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Advertising of Christmas presents 
has begun to appear already. Santa 
Claus is making a determined effort 
to get in ahead of the tax-collectors. 
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Bon Ami pictures a husband 
swathed in a kitchen-apron helping 
his wife with the dishes. Most hus- 
bands compromise by drying the 
dishes provided they don’t have to 
wear the apron. 
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An advertiser was mortified to 
discover that an amateur picked his 
patent lock and claimed the $100 re- 
ward. He had been told that only 
love laughs at locksmiths. 
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President Cabel, of Armour & Co., 
says the quality of meat must be 
improved. Livestock has as much 
trouble controlling its ancestors as 
members of the so-called human race. 
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Doughnut and coffee shops having 
paid their way, Campbell’s soup has 
been added to the menu. This will 
broaden the market by taking in the 
soup dunkers, too. 
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American Agriculturist has been 
turned over to its readers. If their 
creditors would let them, a lot of 
other publishers would like to get rid 
of their headaches as easily. 


7’ F ¥ 


ADVERTISING AGE’s study of con- 
sumer reactions to advertising shows 
that plenty of people read into copy 
promises the advertiser never made. 
That’s what advertising gets for try- 
ing to be a fairy godmother to every 
little Cinderella, 


7 FF 


If you assert continuously that 
you have the solution for everybody’s 
troubles, you must expect occasion- 
ally to be taken at your word. 
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Donald D. Davis, president of 
General Mills, talks about “the baf- 
fling field of public relations.” He is 
laying himself wide open for a so- 
licitation by one of the expert p.r. 
counselors. 

vvy 


Middle-aged ladies who speak as 
friends of the consumer want stock- 
ing manufacturers to tell how many 
threads there are to the inch, while 
their daughters go out and buy the 
thinnest ones they can find. 
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The trouble with the elderly people 
who want to write the specifications 
for advertising is that they live on 
facts, while the youngsters who sup- 
ply the greatest buying urge still feed 
on illusions. 
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Jimmy Walker got a big welcome 
when he returned to New York, but 
it is reliably reported that Franklin 
D. Roosevelt wasn’t officially repre- 
sented. 

vvy 


The successful orator knows just 
when it is time to win his audience 
with the compelling words, “And 
now, in conclusion—” 

Copy Cus. 


FRANCISCO CITES 
PERILS IN PATH 
OF AD AGENCIES 


Says Agency Sel ice Tends 
to Get Too Complex 


Del Monte, Cal., Oct. 28.—Both 
agency profits and agency-client re- 
lationships are suffering from lack 
of standardization of service and the 
doing for nothing of many things for 

‘ which the adver- 
tiser should pay 
or do for him- 
self, Don Fran- 
cisco, vice-presi- 
dent and Pacific 
Coast manager 
of Lord & Thom- 
as, declared 
here Friday. 

Addressing the 
open meeting of 
guests and mem- 
bers of the Amer- 
ican Association 
of Advertising 
Agencies at the first annual con- 
vention of the newly formed Pacific 
Coast chapters, Mr. Francisco em- 
phasized the significance of growing 
complexity in agency affairs. 

Primary functions of any agency, 
Mr. Francisco declared, are the buy- 
ing of space or time, the writing of 
copy, the preparation of art, and 
research in connection with media 
or copy. 

“These are the functions upon 
which the success of advertising 
rests,” he said. “They are, there- 
fore, the functions that in the last 
analysis will determine the agency’s 
value. To neglect or undervalue 
them, through the over-expansion 
or over-emphasis of corollary serv- 

{Continued on Page 31, Col. 1) 


Don Francisco 


Agency President’s 
Likeness Appears 
In Heinz Ads 


Detroit, Mich., Oct. 31.—When an 
advertising agency puts a picture of 
its client’s president in an adver- 
tisement, there’s no great cause for 
excitement, but when the client’s 
advertising includes a sketch of the 
agency’s president, it’s news. 

And so H. J. Heinz Company, its 
agency, Maxon, Inc., and Maxon’s 
president, Lou R. Maxon, made news 
this month, when Heinz copy in sev- 
eral magazines, captioned “Public 
Epicure No. 1,” included a _ pen 
sketch of Mr. Maxon, appropriately 
attired in a chef’s cap. 

The copy pays tribute to these 
culinary amateurs who contribute so 
much to the art of the kitchen, and 
the sketch of Mr. Maxon, drawn by 
Art Limbrock, Maxon art director, 
is used as an object lesson on how 
to be popular in the kitchen. The 
agency head is not identified by 
name in the copy. 

Although Mr. Maxon, with becom- 
ing modesty, disclaims the title of 
national champion amateur chef, 
those of his friends who have par- 
taken of the delicacies he concocts 
insist that he ranks with the very 
best. 

The fact that in a recent “national 
spaghetti taste contest” at Pitts- 
burgh he scored eight out of a pos- 
sible 13 firsts—a record high—would 
seem to prove his standing as an 
epicure. 


Paul B. West, new president of the Association of National Adver- 
tisers, and Ken R. Dyke, Colgate-Palmolive-Peet Company, new 
chairman, talk things over with Elizabeth Rice of Warner Bros., Inc., 


Bridgeport, Conn. 


COPY TESTING 
SEEN AS MOST 
PRESSING NEED 


A.N.A. Members Study Work 
of Committees 


Atlantic City, N. J., Oct. 31—Much 
time during the closed sessions of 
the Association of National Advertis- 
ers’ meeting here this week was de- 
voted to “inventorying” the organi- 
zation’s past accomplishments and 
current facilities, the presentations 
of the material being made by com- 
mittee chairmen and members of the 
headquarters’ staff. Comment of 
members was noted for reference in 
shaping plans for future departmen- 
tal activities. 

Interest in this part of the conven- 


tion proceedings seemed to center in 
the reports of Harold Thomas, The 
Centaur Company, Ken R. Dyke, Col- 
gate-Palmolive-Peet Company, and 
Bernard Lichtenberg, whose account 
of the work of the Advertising Re- 
search Foundation is reported else- 
where in this issue. 

Mr. Thomas, who had conducted 
an investigation of state fair trade 
laws, explained this complicated sub- 
ject with such thoroughness that 
there were very few questions from 
the floor. He did not point any con- 
clusions with respect to these laws, 
not even going so far as to say 
whether they were generally harmful 
or helpful at this juncture, but he 
succeeded in clarifying the subject 
so that individual members could de- 
cide for themselves what kind of leg- 
islation they want along this line. 


A Pressing Problem 


Mr. Dyke has been in charge of 
copy-testing research, and the recep- 
tion given his report indicates that 
members generally think the acquisi- 
tion of data on this subject is the 
most pressing problem of the mo- 

(Continued on Page 34, Col. 1) 


Last Minute News Flashes 


tie-up promotion by ice companies. 


president. 
with the same title. 


succeeding I. M. Baker, resigned. 


Ice Industries’ Campaign to Donahue & Coe 
Chicago, Nov. 1—Donahue & Coe, Inc., New York agency, has been 
selected to place the $3,000,000 campaign to be waged by the ice industries 
in 1936, the National Association of Ice Industries announced today. As 
reported in the Oct. 14 issue of ADVERTISING AGE, approximately $500,000 
of this amount will be spent in national advertising, and the remainder in 


United Advertising Agency to Be Merged 
New York, Nov. 1.—United Advertising Agency will be absorbed by 
two other organizations Jan. 1, when Leonard Dreyfuss, United founder, 
will retire to devote his time to outdoor advertising interests. Bert M. 
Nussbaum, president of United, will join Lambert & Feasley as a vice- 
F. Garrettson Mettee, vice-president, will join Churchill-Hall- 


Myhrum Named by “Omaha World-Herald” 


Omaha, Neb., Nov. 1—Arthur Myhrum, formerly with the Chicago 
Tribune, has been made advertising director of the Omaha World-Herald, 


Four A’s, Media to Assist 
In A. N. A. Research Work 


NEW PRESIDENT AND CHAIRMAN TALK IT OVER 


Admen Change Executive 
Line-Up; Ken Dyke, 
Paul West Elected 


Atlantic City, N. J., Oct, 31—Mark- 
ing an expansion in numbers and 
activities, the Association of National 
Advertisers at its 26th annual con- 
vention, which closed here yesterday, 
voted to change the by-laws so as to 
revamp its list of officers, the offices 
of vice-president being eliminated 
and replaced by vice-chairmanships 
of the board, and other important 
changes being made. 

Ken R. Dyke, Colgate-Palmolive- 
Peet Company, was elected chairman 
of the A. N. A. board, and the follow- 
ing were elected vice-chairmen: Tur- 
ner Jones, Coca-Cola Company; 
Ralph Leavenworth, Westinghouse 
Electric & Mfg. Company; and Wil- 
mot P. Rogers, California Packing 
Corporation. 

Paul B. West, who has been man- 
aging director and secretary for the 
past three years, was elected presi- 
dent, and Allan T. Preyer, Vick 
Chemical Company, was elected treas- 
urer, The office of secretary will be 
filled later by appointment. 

The newly-elected directors, in 
addition to those mentioned, are 
Allyn B. McIntire, Pepperell Mfg. 
Company, retiring president; G. C. 
Congdon, Jones & Laughlin Steel . 
Corporation; W. W. Tomlinson, Scott 
Paper Company; and Dr. D. P. Smel- 
ser, Procter & Gamble Company. 


Change Research Set-Up 


The Advertising Research Founda- 
tion, organized a year ago by the 
A. N. A. will henceforth be under the 
joint direction of the founding as- 
sociation and the American Associa- 
tion of Advertising Agencies, and 
media will have equal representation 
in the planning of all activities where 
their interests are concerned. 

The arrangement for the new ex- 
ecutive set-up was accomplished 
through an A, N. A. resolution em- 
bodying the proposal, which was 
made public by Allyn B. McIntire, 
Pepperell Mfg. Company, in his ad- 
dress outlining the objectives of this 
activity at the open session of the 
convention yesterday, and an ac- 
ceptance on behalf of the Four A’s 
by W. B. Benton, Benton & Bowles, 
Ine. 

The A. N. A. resolution provided 
that trustees representing this as- 
sociation be appointed by the board 
of directors and suggested that pro- 
jects be limited to those having an 
identity of interest between adver- 
tising agencies, national advertisers, 
and such media interests as might be 
concerned with a specific project, 
leaving to individual initiative of 
each organization such projects as 


Directory of Features 
Earnings of Advertisers. ..26 
eer 
Getting Personal ..........28 
Information for Advertisers.23 
Photographic Review of the 
Wye cis 0 000cecccsscesune 
Radio Programs of the Week.30 
Rough Proofs .............. 1 
Voice of the Advertiser....10 
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might be considered of special inter- 
est to only one of them. It also 
recommended that the trustees of the 
Foundation adopt the plan of opera- 
tion described as follows: 

“The furtherance, through re- 
search, of the science of advertising 
and marketing; the elimination of 
waste and inefficiency in the process 
of distributing goods, wares and mer- 
chandise, and the safeguarding of the 
essential values in advertising as an 
instrument for inducing sales. 

“To attain the objects of the 
Foundation, its board of governors 
will, from time to time, recommend, 
suggest, sponsor or approve adver- 
tising research projects of common 
interest to advertisers, advertising 
agents and advertising mediums. 


“Such research ‘projects, when 
undertaken, will be carried out in 
such a manner as to insure, in so far 
as possible, a completely impartial 
and objective approach, with a frank 
and full disclosure of the resulting 
facts.” 

Mr. Benton revealed that the new 
set-up had been decided last July, 
when the board of directors of the 
Four A’s passed the following resolu- 
tion: 


Suggest Primary Functions 


“In the opinion of the board, the 
Advertising Research Foundation can 
be of great value to advertising and 
to cooperative relations between the 
A. N. A. and the Four A’s provided: 

“That its control be vested equally 


and jointly in the two bodies, each 
having an equal number of members 
on the board of trustees; 

“That its primary functions be: 

“To determine by constant study 
what research projects are needed 
for the good of advertising, and to 
recommend what studies should be 
made, and by whom and in what 
manner they should be made. 

“That all media studies recom- 
mended by the Foundation shall be 
conducted and controlled by com- 
mittees representing all three parties 
concerned, namely, advertisers, 
agents, and the owners of the media 
being studied. 

“The board appreciates the co- 
operative spirit in which the A. N. 
A. has offered to mutualize the Re- 


search Foundation for the common 
good.” 

Mr. Benton said that the research 
activity must receive personal atten- 
tion from the best minds in the 
agency and advertising field in order 
to utilize the funds available to the 
best advantage and that the agencies 
he represented are ready tw offer the 
services of their most capable prin- 
cipals. 

He recommended further that only 
those projects be approved which are 
practical from the standpoint of ex- 
pense and which promise usable re- 
sults in a reasonable length of time. 

Laurence G, Meads, International 
Printing Ink Corporation, described 
new contributions made to the knowl- 
edge of the uses of color by physicists 


“ll want a 


RADIO 


like Mrs. 4 hosts has” 


It is simply this: 
The world is divided into two 
groups of people—the few at the top 


who buy first and set styles, and the 
millions who copy them. 


Sell the first group and the second 
group is easy to capture. 


Who are these style setters and 
trend starters? Where do they live? 


\ my I 
A eH 


ly this picture you see illustrated a 
simple selling secret. Sales execu- 
tives and advertisers know it, and by 
it save millions of dollars each year. 


They are sprinkled all 
country. To attract their 


put your page in The New Yorker, a 
national weekly edited for just such 
people, and bought by 127,000 of 
them. Tell your story to the people 
who are eager to buy first—the 


people other people copy. 


THE 
NEW YORKER 


25 WEST 45th STREET 


SELLS THE PEOPLE OTHER PEOPLE COPY 


over the 
attention, 


— | 
mm | 


TAKE IT EASY 


W. H. Leahy, Dennison Mfg. Company, 

and Douglas W. Merservey, du Pont 

Cellophane Company, out for a stroll 
in Atlantic City. 


and chemists, as well as artists, illus- 
trating his talk with charts. With 
new scientific methods, he said, it 
is now possible to specify color for 
printing so as to avoid any inac- 
curacy caused by differences in paper 
and the action of light and chemicals. 

A new machine, called a spectro- 
photometer, has been developed to 
automatically measure any color. 
This measurement can be filed for 
use at any time, telegraphed easily, 
and eliminates any chance for error 
in matching inks, regardless of light, 
and operating conditions. The ma- 
chine can also be used to measure 
the color of “white” paper, or any 
other shade, so that the result of 
combining paper and ink can be ac- 
curately foretold. 

H, A. Haring spoke on the impor- 
tance of trading area definition, in- 
dex of potential market and dealer 
classification, where these factors in 
marketing are accurately worked out 
for the individual business. 

He emphasized the value of a 
separate sales set-up for grade A out- 
lets, whereby salesmen would receive 
more credit for merchandising work 
performed for the dealers who sell 
the most. 

Another suggestion was that manu- 
facturers supply themselves with 
two or three grades of point of pur- 
chase advertising material, using the 
best grade for distribution only to 
big outlets. 


Discusses Distribution Costs 


Malcolm P. McNair, director of re- 
search, Harvard Graduate School of 
Business Administration, said that 
advertisers must anticipate the time 
in the near future when they would 
be called upon to defend their right 
to advertise, pointing out that not 
only would politicians and profes- 
sional saviors of the consumer con- 
tinue to attack advertising but that 
these attacks tend to lead consumers 
to examine the economics of adver- 
tising and business and to reach 
erroneous conclusions based on an 
incomplete knowledge of facts. 

The biggest chink in advertising 
armour, he pointed out, is the high 
cost of distribution, which has in- 
creased in the past 12 years from 25 
per cent to 35. Much of this big ex- 
pense can be attributed, he said, to 
lack of knowledge of markets, poor 
copy, poor selection of media, poor 
timing, waste of display material, 
poor location of outlets and waste in 
personal sales effort. 

The practice of advertising, Mr. 
McNair asserted, carries with it the 
obligations to improve standards of 
living for the consumer, and to ex- 
plore and to understand the social 
consequences of advertising. 

“You have created a great social 
force, the magnitude, the operation, 
and the consequences of which you 
don’t understand,” he said. 


Understanding Is Essential 
“You ought to try to understand 
them, lest those who understand 
them less, in brash efforts to achieve 
an impossible Utopia, hobble and 
confine this force, to the ultimate 
detriment of our whole social struc- 
ture. 
“The right to advertise is not the 
(Continued on Page 32, Col. 3) 
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otter than a pair of 


house dice” is this com- 


7 bination—illustrations 
c that tell a story, plus brief, expressive text. And as a background for such copy, 
: there is no more suitable medium than the Sunday Rotogravure Picture Sections. 
= | Consider Metropolitan Weekly Gravure offering high visi- 
. bility, deluxe printing, low cost, and delivering your sales punch at the point ‘of 
_ ‘ied in America’s richest market. 
| 


: Metropolitan #28) Weckly 


and @ Baltimore SUN-Boston GLOBE -BuffaloTIMES-StLouis GLOBE-DEMOCRAT 

and Cleveland PLAIN DEALER-Detroit NEWS New York NEWS-ChicagoTRIBUNE NEW YORK-CHICAGO & SAN FRANCISCO 
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Hupmobile on 
Comeback Trail 
At N. Y. Show 


Detroit, Mich., Nov. 1—With dis- 
putes among stockholders a thing of 
the past and the dealer organization 
enthused over the 1936 outlook, Hupp 
Motor Car Corporation will be an im- 
portant factor in the New York Auto- 
mobile Show. 

Opening announcements of 700 and 
800 lines will be used in New York 
papers Saturday, with smaller copy 
following during show week. Space 
will also be used in principal cities 
as motorists scan the news pages 


for reports from the show. 

While the magazine schedule is un- 
decided, the Nov. 9 issue of The 
Saturday Evening Post will carry a 
page about the new Hupp, as a tie-up 
with the show campaign. 

Two slogans will run throughout 
the Hupp promotion: “The car that 
was some day to come is here,” and 
“You wanted a fully streamlined car 
to fit your purse and pride—here 
it is!” 

Stack-Goble Advertising Agency, 
Detroit and Chicago, is in charge of 
the campaign. 


Iger Opens Branch 
Iger, Inc., publishers’ representa- 
tive, has opened a branch office in 
the Ritz-Carlton Hotel, Philadelphia, 
with Benj. F. Kutcher as manager. 


Launch Winterbru Beer 


Storz Winterbru beer, made by 
Storz Brewing Company, Omaha, 
Neb., was introduced to the Middle 
West Oct. 22, in a 1,050-line news- 
paper advertisement, supported by 
radio, direct mail and dealer displays. 
Winterbru is said to be an entirely 
new type, having the flavor of a light 
summer beer with stronger alcoholic 
potency than most ales. Buchanan- 
Thomas Advertising Company, 
Omaha, is the agency in charge. 


Gives Auto Statistics 


G. J. M. Simons, 44 Beaver St., New 
York, American representative for 
newspapers in Amsterdam, has re- 
leased his annual statistical material 
on motor vehicle registration in Hol- 
land. Copies may be had from his 
office. 


Injunction Against 


Cut Prices Stands 
At a hearing Oct. 23, Judge John 
J. Gregory of Milwaukee refused to 
set aside a temporary injunction 
granted Oct. 19 to the Wisconsin 
Wine & Spirits Company against the 
Goldman Liquor Shop, Milwaukee, 
prohibiting the store from selling at 
prices below those set by manufac- 
turers. 
Hearing on a permanent injunc- 
tion was set for Nov. 2. 


Promotes Munro 

F. Willis Munro has been ap- 
pointed advertising manager of Gra- 
ham Paige Motors Corporation, De- 
troit. He was previously assistant 
to C. W. Matheson, advertising man- 
ager, who has been transferred to 
South America. 


In every survey concerned with “ 


consumer 


evening paper by nearly a million lines in 


and steady incomes. 


In this age group is 


desires,” radio is the most wanted com- 
modity in America today. Now, with more 
money in Chicagoans’ hands and many old 
radios in Chicago’s homes, something very 
much like a radio boom will be flourish- 
ing this fall and around Christmas. Cer- 
tainly it’s sound business to advertise 
radios now. 

Of course, in Chicago, the outstanding 
newspaper for radio results is, and always 
has been, thé American. Since ’way back 
in 1923, when radio found itself, to the 
present, the American has led the second 


advertising of retail radio shops and na- 
tional manufacturers. It led during the 
peak in ’29; and even in bad years, when 
there wasn’t much linage, the American 
got most of that. 

There’s a sound, economic reason for the 
sensational success of the American for 
radio advertisers. Every advertiser always 
obtains results in the American because 
his advertising is directed to a concentrated 
group of Chicago’s best prospects. We 
mean men and women like the Mortons, 
in their 30s and 40s, with growing families 


the bulk of America’s buying power to- 
day. Reaching this highly desirable mar- 
ket with the least waste is the job the 
American does for radio advertisers. And 
it’s a bigger job than can be done by any 
other Chicago newspaper. Bigger, we say, 
because the American has the largest eve- 
ning circulation in town and—what’s more 
important—the greatest concentrated cir- 
culation among families in their 30s and 
40s. Today, as in ’23 and °29, for radio 
results, tune in on the Morton kind of 


_family—they’re of buying age! 


CHICAGO AMERICAN 


---a good newspaper 
NATIONAL REPRESENTATIVES: HEARST INTERNATIONAL ADVERTISING SERVICE 


Redney E. Boone, General Manager 


Ad-Oddities 


Springfield, Mass., Nov, 1— 
Three-quarters of an hour after 
an earthquake shock was felt 
here at 1:07 this morning, 
presses of the Springfield News- 
papers were printing the sec- 
ond edition of the Springfield 
Union, carrying a quarter-page 
advertisement of a Springfield 
insurance agency, promoting its 
service on earthquake insur- 
ance. 

When the shock came, Schuy- 
ler B. Eddy, one of the proprie- 
tors of the agency, was aroused 
from slumber. After perceiving 
that he had been disturbed by 
an earthquake shock, he im- 
mediately arranged for inser- 
tion of the copy. 


Farm Papers in 
Joint Campaign 
To Advertisers 


Chicago, Nov. 1—A group of lead- 
ing national and sectional farm pa- 
pers has raised a substantial adver- 
tising fund to advertise the value of 
farm papers in reaching farm mar- 
kets. Reincke-Ellis- Younggreen & 
Finn, which first presented plans for 
an agricultural campaign some time 
ago, have been named to handle the 
account. 

Buying power in the farm market 
has increased substantially and the 
farm papers believe that more execu- 
tives should know about the farm 
market and how to reach it. 

The following farm publications 
will participate: 

Successful Farming; Farm Jour- 
nal; Capper’s Farmer & Southern 
Ruralist; Southern § Agriculturist; 
Prairie Farmer; Wallace’s Farmer € 
Iowa Homestead; The Farmer; 
Hoard’s Dairyman; Wisconsin Agri- 
culturist & Farmer; The Farmer- 
Stockman; Farm and Ranch; The 
Ohio Farmer; Pennsylvania Farmer ; 
Michigan Farmer; Indiana Farmer’s 
Guide; Pacific Northwest Farm Trio; 
Missouri Ruralist; Kansas Farmer 
(Mail & Breeze); California Culti- 
vator; Montana Farmer; Utah 
Farmer. 


Chilton Announces 
Three New Papers 


Three publications, to take the 
place of the present Automobile 
Trade Journal, will be launched in 
December by The Chilton Company, 
Philadelphia. 

Automobile Trade Journal, which 
has heretofore covered both whole- 
sale and retail automotive outlets, 
will continue, devoting itself exclu- 
sively to the dealer. A new maga- 
zine, Motor Age, will cover the prob- 
lems of the independent maintenance 
shop exclusively, and another publi- 
cation, Motor World Wholesale, will 
be devoted to the jobber and his 
salesmen, The last publication will 
be issued in pocket size. 


Ball Dog, Schwartz 
Cigar Name Agency 

Simons-Michelson Company, De- 
troit, has been named to handle ad- 
vertising of Bull Dog Electric Com- 
pany, Detroit, maker of electrical 
switches and allied industrial elec- 
trical equipment. 

The agency has also been appointed 
to handle a local radio campaign 
over WJR for Schwartz Cigar Com- 
pany, maker of R. G. Dun cigars, 
and whatever tie-up newspaper mate- 
rial is necessary. The appointment 
does not include the entire R. G. Dun 
account, however. 


NBC Airs Auto Story 


“The Horseless Carriage,’ a dra- 
matic story of motordom’s parade of 
progress, was broadcast over the NBC 
Blue network Nov. 3, to signalize the 
opening of the automobile show sea- 
son. 


Appoints Burlingame 
J. B. Burlingame, formerly Chicago 
manager for Garrett & Co., has been 
appointed Mid-western representa- 
tive of Taylor Wine Company, Ham- 
mondsport, N. Y., with temporary of- 
fices at 217 N. Jefferson St., Chicago. 
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People like a 


WA, - 
these bought 


66% of the 
NEW 1935 


PONTIACS ‘ 


(What does this mean in 
terms of your own business ?) 


PHONE SWITCHMAN — 


CONDUCTOR - 


DIE MAKER 


OCIALLY these people are strangers to you. Culturally, their 
tastes are quite different from your own. But economically, 
they are your bread and butter! 


The fact that you might not, at first glance, recognize them as 
your best customers, would be understandable. It is only within 
the past decade that the Wage Earner families have quietly 
replaced the white collar market as the primary outlet for consumer 
merchandise: 


Today, for example, Wage Earner housewives buy 61% of a high 
cost household cleaner; 61% of a premium priced cod liver oil; 
65% of a mechanical refrigerator; 52% of an expensive mattress. 


And coincidental with the rise of the Wage Earner housewives to 
this pre-eminent market position, where they command two-thirds 
of the retail dollar, a great, national magazine has automatically 
grown to meet their reading tastes. 


True Story, with a simplified, personalized editorial appeal in stories 
and Service Departments, reaches 1,900,000 of the most responsible 
housewives in America who seldom if ever, read any other mag- 
azine. It represents the only major magazine penetration point 
into this new vast market (65% of urban America) which buys the 
bulk of all consumer merchandise today. 


You can weigh the values of other big magazines against each 
other for their ability to resell the same small group of housewives 
who were once your only customers. But True Story should have an 
exclusive place on your list because it does an exclusive job among 
the housewives who outnumber and outbuy your older market 2 to 1. 


TRUE STORY MAGAZINE 


122 East 42nd Street, New York, N. Y. 


333 Michigan Avenue, Chicago, Ill. - New Center Bidg., Detroit, Mich. 
Statler Bidg., Boston, Mass. + Russ Bidg., San Francisco, Cal. 


SOURCE: R.L.POLK PHOTOS: UNDERWOOD & UNDERWOOD, BLACK BOX 
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HOME ECONOMICS 
HEAD PROPOUNDS 
RULES FOR COPY 


Tells A.N.A. What to Do to 
Win Confidence 


Atlantic City, N. J., Oct. 31—Re- 
sponding to the invitation of the As- 
sociation of National Advertisers to 
tell them how to write advertising so 
as to command consumer confidence, 
Effie I. Raitt, president of the Ameri- 
can Home Economics Association 
and head of the Department of Home 
Economics of the University of 
Washington, suggested the following 
formula for essential copy: 

“What the market provides in com- 
modities and services, when avail- 
able, where obtainable, the form, sea- 
son and comparative costs in differ- 
ent markets. 

“Characteristics of goods, compara- 
tive values in relation to use, suit- 
ability to situations, durability and 


CHEERFUL FOURSOME AT A. N. A. MEETING 


H. K. Boice, Columbia isendeetiien System (right) and Mrs. Boice 
(left), with Dr. D. P. Smelser, Procter & Gamble Company, and 
Mrs. Smelser. 


“The use of vague meaningless 
terms: tested, certified, approved and 
guaranteed, unless the authority is 
stated and is reliable. 


Flays Much Advertising 


“The use of misleading terms and 
statements, e. g., ‘Maple Maid Syrup,’ 
‘Salad Oil, Olive Oil Flavored,’ with 
the first two and last words in small 
print and ‘olive oil’ in large letters. 

“Goods packaged just under the 
ordinary unit, 6% ounces in place of 
the half pound and 14 ounces instead 
of a pound. 

“Distortion of scientific findings, 
e. g., fats burn in a fire of carbohy- 
drates, used to encourage the eating 
of candy as a means of reducing, and 
smoking long after meals releases 
glycogen (live sugar) into the blood, 
used to imply that smoking is a sub- 
stitute for food and rest. 

“Magical claims for foods, drugs 
and cosmetics. 

“Advertising by which the spon- 
sors create ‘psychic plagues,’ to use 
a term of Printers’ Ink. 

“The super-super type of nom- 
enclature, ‘Eggs—Special <A. A. 
B. C.’, and ‘Potatoes U. S. Fancy No. 


cost in operation and care. copy, in Miss Raitt’s opinion, are the 
“The service record of the com-/things the consumer does not wish 
modities.” to read in advertising, which she de- 


Of equal importance in writing | scribed as follows: 


= in we the Pockets of Eastehn Jowa 


In the broad corn fields 


against the bang board, 


FLOWING- 


GOLD 


of the Cedar Rapids area you can hear the thud of corn 
or the whir of the new corn pickers like the one shown 


here. Average yields are running from 55 bushels per acre for ordinary corn up 


to 70 bushels for hybrid 


corn. One of the finest corn crops in years is flowing 


into the cribs and that means money in the prosperous area served by the Cedar 


Rapids Gazette. 


A startling confirmation 


of the good business conditions we have been telling you 


about in the Cedar Rapids area is shown on the business conditions map in the 


November "Nation's Business." 


The "good" area extending into a part of eastern 


lowa includes the entire area served by the Cedar Rapids Gazette! Total farm 
income in this area is exceeding all estimates. Fall and winter schedules in the 
Cedar Rapids Gazette will reach the people who can afford to buy. 


Cedar 


New York 


Chicago 


“BLANKETS IOWA'S RICHEST MARKET" 


Rapids Gasette 


Represented Nationally by 
ALLEN-KLAPP-FRAZIER CO. 


Detroit 


St. Louis 


curate, reliable and complete infor- 
mation about products and then sup- 
ply it. 

Place more emphasis upon scien- 
tific education applied to actual situ- 
ations, so that eventually there may 
be more scientific approach to all 
problems. 

Increase activities and influence of 
Better Business Bureaus. 

Demand truth in advertising for all 
commodities and let the public know. 

Foster trade agreements in regard 
to standards and make specifications 
public. 

Increase informative advertising 
and cease to arouse unworthy mo- 
tives or fear. Devote a large per- 
centage of advertising appeal to rea- 
son based upon facts. 

Encourage grading of products and 
endorse grade labeling. 

Refuse to recognize as legitimate 
businesses those which prey upon 
the public by offering products actu- 
ally harmful, making false or mis- 
leading claims and seeking to de- 
fraud. 

Employ scientifically trained peo- 
ple who can interpret consumer 
needs, present essential facts in eas- 


Pay | 
24 
ee ae 
FOOSE ih 3 


1’. The grading of olives is a good 
example of the lengths to which this 
may go. Medium, large, extra large, 
mammoth, giant, jumbo, colossal, su- 
per colossal.” 

Miss Raitt said her organization is 
approaching business with the atti- 
tude that if they assume responsibil- 
ity for training well-informed, fair- 
minded, appreciative consumers, 
business should help to discard and 
discredit those in its ranks who are 
unfair, believing that, where there is 
so much suspicion, a program to ex- 
ploit honesty might be in order. 

“The reliability of advertising and 
consumer good will are so closely re- 
lated,” said Miss Raitt, “that they 
cannot be considered separately. Ad- 
vertisers say they are not interested 
in the attitude of consumers toward 
admittedly false and misleading ad- 
vertising but that they recognize the 
necessity for encouraging consumer 
good will. 


Lays Down Platform 


“The public is not at present dis- 
criminating. They react to advertis- 
ing as a whole, not to fair, honest 
advertising one way and to false ad- 
vertising another. The public must 
be given an adequate basis for judg- 
ment before it can decide what is 
worthy and what is unreliable.” 

Miss Raitt suggested advertisers 
adopt the following plan of proce- 
dure to build consumer confidence in 
advertising: . 

Convince customers that legiti- 
mate business is ready to supply ac- 


In animated conservation on Atlantic City's boardwalk are Larry Engle, Ejinson- 
Freeman Company; Ned Doyle, Cosmopolitan Magazine; and 
Loose-Wiles Biscuit Company. 


W. W. Wachtel, 


ily understood terms and guard your 
advertising against misrepresenta- 
tion. 

In completing this summary, Miss 
Raitt said the wisest move business 
could make would be to initiate 
stringent legislation for the protec- 
tion of the consumer. 


Milwaukee Gas Competes 
With Fuel Oil Market 


Milwaukee Gas Light Company has 
devised a plan to put gas for home 
heating on a competitive basis with 
fuel oil. Gas is now being sold by 
the company and its subsidiaries, 
Lakeshore Gas Company, Wauwatosa 
Gas Company, West Allis Gas Com- 
pany and Wisconsin Eastern Gas 
Company at rates fluctuating with 
the fuel oil market, and applying to 
users of 10,000 or more cubic feet of 
gas a month. 

The fluctuating rate is figured up- 
on the monthly average of daily quo- 
tations on fuel oil of Standard Oil 
Company (Indiana). The method 
has been approved by the Wisconsin 
public service commission. 


Butter Sales Decline 


A decrease of 108,000,000 pounds 
in the sale of butter during the first 
eight months of 1935, compared with 
an increase of 98,000,000 pounds dur- 
ing the same period in oleomargarine 
sales, was reported at the recent an- 
nual convention of the National Co- 
operative Milk Producers’ Federation 
in Indianapolis. The Federation 
adopted a resolution urging a federal 
tax of five cents a pound on mar- 
garine. 


A NEW CATALOGUE 
OF $10 PHOTOGRAPHS 
FOR ADVERTISERS 


Send $5 (refunded with first order) for new spiral 
‘bound Sth edition of “Reserve Illustrations."* Over 
1000 subjects, covered by model releases, ready to use. 
Catalogue also on approval (U. S. only) if you prefer. 


» UNDERWOOD & UNDERWOOD 


NEW YORK 


CHICAGO DETROIT 
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ADVERTISING AGE 


* 


OF THE CURRENT 


BEST SELLERS 


started their 
successful 
careers 
im 


COSMOPOLITAN | 


to Look ‘Down—A. J. Cronin 


Herat » SBA Seibune 


BOOKS ~ 


has arranged with the leading booksellers _ 


_ of the country to report each week their 
sales of the first six titles in fiction and 
_. non-fiction to give our readers an ac- 
curate picture of what is being read in 
America. Only tities reported three or 
more times are charted. The following 


| books were reported during the week. 
ending October 18th. 


-FRCTION 


: Vein of iroa—Ellen Glasgow 


Europa—Robert Briffault 


sie Akron—The A. Polsky Company 


@| @ | Albany—R. F. Clapp, Inc. 
| @| @| @ | Atlanta—Rich, Inc. 


tae inthe Hora—H. L. Davis 
$c Green Light—Lloyd C. Douglas 
‘The Inquisitor—Hugh Walpole 


- ‘Time Out of Mind—Rachel Field 


White Ladieo—Francis Brett Young — 
He Golden Apples—Marjorie Restle: 
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| The Voice-ef Bugle Ann—MacKinlay. Kantor |@ 


Perhaps that’s why they are best sellers. No other magazine can even 
approach this editorial record. @ But book readers are measured by 
the thousands, while millions of buyers read Cosmopolitan’s Great 
Fiction next to advertising matter. @ Is your advertising next to the 
emotional stimulus of Great Fiction with its intense penetration? It 
should be, and can be, in Cosmopolitan, the class magazine with more 


than one and a half million circulation, 


and 4,213,792 adult readers. 


COSINOPOLITAN'S GREAT FICTION 


IS RESPONSIBLE FOR THE LARGEST NEWSSTAND GAIN OF ANY GENERAL MONTHLY OR WEEKLY MAGAZINE 


e @ | Baltimore—-Remington-Putnam Bock Co. 
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MINNIE FROM 
MINNEAPOLIS 
SAYS Sesaeneaas es 


Well, I suppose you’ve been won- 
dering what I’ve been doing. I’m 
just about football crazy watching 
these Minnesota Gophers ramble up 
and down the field. 


And did the boy friend and I 
get a surprise Saturday! Just 
as we were coming out of the 
stadium, a husky -lunged lad 
step up with The Minne- 
apolis Star football extra ... 
and whatdaya think! 


Here was the elbow-shoving mob 
not out of the concrete yelling bowl 
and The Star was out with 114 final 
football scores with details about 
eight of the big games in the coun- 
try! Maybe you think the folks didn’t 
talk about that! Guess they not only 
talked about it, but also they’re sub- 
scribing. “Handsome” told me the 
circulation of The Star has jumped 
about 12,000 more than a year ago. 


And say, boys, you should see my 
new hat. Got the tip from Vera... 
she’s the new fashion editor at The 
Minneapolis Star. You see, she 
roams around in the stores and shops 
and then draws what she sees. 
(Wouldn’t a job like that be swell?) 
Right under her drawings, Vera tells 
about the new styles and if you write 
her a letter, she answers and gives 
the name of the store. 


* * ® 


Well, I wrote when 1 saw that 
picture of the cutest hat. Sort of 
a Russian thing and it makes me 
look just like Catherine the Great! 
(What a gal!) All the girls are 
raving about Vera’s drawings. She 
certainly knows her seams and 
things. 

> “ei oe 


Aunt Maude was all excited about 
The Minneapolis Star too. She’s got 
three kids and of course you know 
she has her problems. Went out 
there for dinner last night, and she 
was raving about The Star’s new 
child care articles, “Your Baby and 
Mine.” Got sort of interested in it 
myself. Tells mothers what to do 
when the kids have the colic and 
what to feed them when they won’t 
eat. 


You’d a died at the look on the 
boy friend’s face when I asked 
him if he’d seen “Your Baby 
and Mine.” I got a little red in 
the cheeks too when I thought 
about it. 


The boy friend is getting along fine 
down at The Star. He works there 
now. Guess I told you that last time. 
We had to go out and celebrate the 
other night (was I glad I had my 
new hat), because he said 22 new ac- 
counts started in The Star. Took me 
about 10 minutes to find out that ac- 
counts were new advertisers. 

* 7 o 


And was I thrilled! In walks a 
fellow when the orchestra was play- 
ing “Cheek to Cheek” and the b. f. 
called him over to the table. Gee, 
kids, it was Cedric Adams. He’s the 
regular Walter Winchell in this 
town. Everybody’s reading his 
column in The Minneapolis Star. 
I suppose that’s just another rea- 
son that The Star circulation is 
going up. 

* ¢ « 

Well, the boss just came in with 
a load of dictation, so I’ll be seeing 
you in a few days. When you come 
to town I’ll wear my new hat... but 
I think a Marie Antoinette style 
would suit me better ... ’Bye. 


Minnie 


THE MINNEAPOLIS 
STAR 


MCPHEE URGES 
REVISION OF 
AD. STANDARDS 


More ‘‘Real Honesty’ Is 
Needed, Agencies Told 


Del Monte, Cal., Oct. 29.—The ad- 
vertising agency business needs a 
revision of its standards of honesty, 
unity, courage and confidence, ac- 
cording to Douglas McPhee, Pacific 
Coast authority on marketing and 
business research, and formerly 


for the suspension of advertising 
activity on the part of accounts with 
which they might be familiar, di- 
viding the possible causes into two 
main groups—defects outside the ad- 
vertising, and defects in the adver- 
tising itself. 

In more than a third of the ques- 
tionnaires returned, outside factors 
were blamed. In only one-eighth of 
the questionnaires was the adver- 
tising given the responsibility. This 
ratio, he felt, indicated a lack of 
candor and a lack of honesty with 
themselves on the part of the agency 
men. In appealing for a greater 
degree of internal honesty in the 
advertising business, he said: 


Have Occupational Disease 


“I sometimes think that advertis- 
ing men suffer from a sort of oc 
cupational disease. They are high- 
ly articulate; they are skilled in 
euphemism. They can put their 


The Pacific Coast agency meeting had as a foreign guest Janet Innes, of May- 
nard Advertising Agency, Brisbane, Australia, shown here with H. K. Whyte, 
San Diego Union Tribune, and E. M. Swasey of The American Weekly. 


managing editor of the Ramsey Op- 
penheim Publications. 

As the profession comes out of 
its past five years of trials, it has 
the choice of three paths to follow, 
he told the meeting of the Pacific 
Coast division of the American As- 
sociation of Advertising Agencies 
here last week-end. 

“We can permit it to go ahead 
without any plan at all—without any 
sturdy foundations of principles or 
policies. Or we can pull out the old 
plans and blue-prints showing the 
advertising business as it was in 
1929-30, and do our best to rebuild 
the structure exactly as it was. Or 
we can alter those plans in view of 
present needs, and rebuild adver- 
tising as a stronger and more mod- 
ern edifice.” 

“Honesty,” as treated by the 
popular critics of advertising, he left 
to “the Consumers Research boys 
. .. baying at the heels of adver- 
tising’”’ and dismissed the subject as 
a “tedious and perennial controver- 
sy.” 


More Intellectual Honesty 


“We need more honesty with our- 
selves,” Mr. McPhee said. “Honest 
copy—honesty with the consumer— 
is an important issue which adver- 
tising must meet, but not to the 
extent of forgetting that there are 
other relationships in which honesty 
is needed. ... We need to be honest 
with our critics. In the hue and cry 
that has been raised against adver- 


best foot forward with such elegance 
that they lose the capacity to know 
that that is what they are doing.” 

Continuing, Mr. McPhee related 
a talk given by a man reviewing 
proposed measures that would sub- 
ject advertising to taxation. The 
speaker, he said, “ringingly pro- 
tested that advertising, above all 
occupations, should be the last to 
be taxed because, as a hand-maiden 
to business, beating its way back 
to prosperity, it was an instrument 
of vast social and economic good.” 
Taking issue with this declaration, 
Mr. McPhee stated that advertising 
“is a decent, legitimate, useful busi- 
ness ... to be defended against 
taxation. ... but to hold advertising 
up as a name too sacred to be pro- 
nounced by human tongue is silly 
and fatuous.” 


More Unity Needed 


“We need to be honest with our- 
selves. Advertising is a mechanism 
of buying and selling, tainted with 
the same abuses as rent and inter- 
est, profits and private property. If 
we will only recognize the fact, that 
is its strongest defense. If you will 
read, without emotional indignation, 
the railings of the Rortys, you will 
soon discover that they are not at- 
tacking advertising at all, but the 


whole system of property and profits | | 
that has found advertising useful. 


While this system has a lot of black 
marks against it, it is going to 


stand for a long time to come.” 


Raymond P. Kelley, Syverson-Kelley, Inc., and K. L. Hamman, retired agency 


head, talk things over at 


tising, our disposition has been to 
sit idly by until almost too late, and 
then to protest too violently.” 

In regard to his contention that 
advertising needs more honesty with 
itself, Mr. McPhee cited the results 
of a survey which he recently com- 
pleted. In it he asked Coast agency 
men to indicate the cause or causes 


the Del Monte meeting. 


Advertising needs unity, Mr. Mc- 
Phee continued. It needs unity for 
defense. Advertising is “being sub- 
jected to vicious attacks from many 
sides.” Every year, he declured, 
books are written “exposing adver- 
tising, measures are propounded to 
tax, regulate and reduce advertising, 
teachers in schools and colleges sen- 


FOUR A'S EXECUTIVES MEET TO TALK SHOP 


Gathered for luncheon at the agency meeting in California are O. Gunnar 

Morby and John Tangney, service secretaries for the Pacific Coast chapters 

of the Four A's; John Benson, Four A's president; and Walter Burke, regional 
executive of the organization. 


tising.” 
equipped to refute such attacks, he 


attacks, but it needs this quulity 
even more to promote itself aggres- 
sively, he said, and as the instrument 
through which advertising might 
best achieve unity for promotion he 
tentatively suggested the Four A’s, 
which he described as “nation-wide 
in its extent and embracing all of 
advertising in its general interests.” 


Is It a Profession? 


“We refer, in our larger moments, 
to the advertising ‘profession,’” he 
said, “but how many actually have 
the courage to insist on the pre- 
rogatives of the professional man? 
We need the courage to turn down 
business—the courage to be profes- 
sional men and accept the respon- 
sibility that goes with professional 
status. More than all, we need to 
stop talking about being profession- 
al unless we have that courage.” 


sationalize their ‘exposes’ of adver- | 
Yet the industry is ill 


said, because “we are divided into 


rival camps — newspapers, maga- 
zines, radio, agencies, publishers’ 
representatives, and advertising 
managers.” 


Advertising needs unity to meet 


One other thing is needed, Mr. 
McPhee concluded, and that is “a 
quiet confidence that advertising 
works and pays its way ... creating 
something substantial and perma- 
nent.” He ended with a tribute to 
agencies on the West Coast, and the 
declaration that “the sun of trade 
moves westward, not fast enough to 
suit us, perhaps, but irresistibly.” 


Minneapolis “Star” 
Adds to Staff 


Joseph G. Lipshie, formerly assist- 
ant local display manager of the Des 
Moines, Ia., Register and Tribune, 
has been appointed local advertising 
manager of Minneapolis Star. 

A total of 33 new people have been 
added to various departments of the 
Star recently. Included are Samuel 
G. Howard and Aurilla Smith, local 
display; Vera Clark Pulis, fashion 
editor; R. W. Buckbee, national ad- 
vertising. 


Decker to Metropolitan 

Edward N. Decker, formerly head 
of his own agencies in Cleveland, O., 
and Detroit, Mich., has joined Metro- 
politan Advertising Company, New 


York, as account executive. 


Why include 
Park-Bench circulation? 


THE PURLINE compares costs of reaching actual spending power 
wR, 


HE Purline shows that to 
reach purchasing power in 
Los Angeles with any of the 4 
competitors of The Times, costs 
twice as much per dollar invested as 
in The Times. 
A strong statement? Here are cold figures 
that back it up: 


LOS ANGELES PURLINE RATES 


| a cere. $0.65 
ee. Serre 1.89 
eee 1.37 
DIE EDs 6 once co ctctens 1.30 
a: Gees 1.87 


If The Times $ .65 Purline rate is a fair one, 
obviously space rates in the other 4 news- 
papers are out of line. 
Why this difference? 

Forty per cent of the readers of one of the 
above newspapers is on charity rolls— 4goc 
of every dollar invested in that paper is wasted 
on families with meagre if any income. 


LINE RATE X 1 BILLION DOLLARS 
——— 


PURLINE~ 


PURCHASING POWER OF READERS 


On the other hand, only 9% of The Times’ 
circulation is to charity families. Among 
all families in Los Angeles County earning 
$3,000 a year or more, The Times is read by 
7 out of every 10. 

Any wonder that local Los Angeles mer- 
chants overwhelmingly prefer The Times? 
That The Times has frequently led the world 
in total linage? 

For further information, write National 
Advertising Manager, The Times, Los 
Angeles. Or phone Williams, Lawrence 
and Cresmer, New York, Chicago, Detroit, 
San Francisco. 


The Los Angeles Times 
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ADVERTISING AGE 


SEEKS FEDERAL 
0. K. ON RESALE 
PRICE MINIMUMS 


Drug Association to Sponsor 
New Legislation 


Washington, D. C., Oct. 31.—An 
amendment to both the Sherman 
Anti-Trust Act and the Federal 
Trade Commission Act, as the first 
step to secure fair trade on a na 
tional basis, will be sponsored by 
the National Association of Retail 
Druggists at the next session of 
Congress, if present plans are car- 
ried out. 

The amendment would make fair 
trade laws, under which manufac- 
turers establish minimum prices for 
resale of trade-marked products, per- 
missible and enforceable by the 
United States in all states having 
fair trade laws. 

Senator Millard Tydings, of Mary- 
land, has informed officials of the 
N. A. R. D. that he will present the 
measure. A fair trade act on the 
line of the old Capper-Kelly bill may 
be presented by the N. A. R. D. later 
in the session, it is reported. 

The first N. A. R. D. efforts will 
consist simply of an amendment to 
apply both to the Sherman Act and 
the F. T. C. act to permit manufac- 
turers doing business in interstate 
commerce to take advantage of state 
fair trade acts without establishing 
branches in the states having such 
laws. 


Situation Is Complicated 


At the present time, legal autnori- 
ties declare that it is a violation of 
the Sherman Act for manufacturers 
having headquarters in one state to 
make fair trade contracts in a sec- 
ond state, even though the latter 
may have a fair trade act. The Sher- 
man Act prohibits contracts or com- 
binations in restraint of trade, and 
for many years resale price main- 
tenance contracts have been held to 
come within this prohibition. 

The N. A. R. D. amendment will 
simply be an amendment to the 
Sherman Act stating that its pro- 
visions will not apply to those doing 
business with states having fair 
trade acts. 

The United States Supreme Court 
has repeatedly held resale price 
maintenance to be unconstitutional. 
In some quarters, however, it is de- 
clared that cases involving resale 
price maintenance have not been 
presented to the court in all their 
aspects, and that a proper legal 
presentation would result differently. 


Text of Amendment 


Following is the text of the so- 
called ‘‘National Fair Trade En- 
abling Act,” written as amendments 
to Sections 1 (Sherman Act) and 45 
(Federal Trade Commission Act), 
Title 15, United States Code: 

“Sec. 1—Contracts in Restraint 
of Trade Among States Illegal. 


MAILING LISTS 


GET OUR FREE 
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Branches in Principal Cities 
World's Largest City Directory Publishers 


Every contract, combination in the 
form of trust or otherwise, or con- 
spiracy, in restraint of trade or com- 
merce among the several states, or 
with foreign nations, is hereby de- 
clared to be illegal; provided that 
nothing herein contained shall 
render illegal, contracts or agree- 
ments prescribing minimum prices 
for the sale or resale of a com- 
modity which bears or the label or 
container of which bears, the trade 
mark, brand or name of the produc- 
er or owner of such commodity and 
which is in fair and open competi- 
tion with commodities of the same 
general class produced by others, 
when such contracts or agreements 
are lawful under any statute now or 
hereafter in effect in any State, Ter- 
ritory or the District of Columbia in 


which such sale or resale is to be 
made, and the making of such con- 
tracts or agreements shall not be 
an unfair method of competition un- 
der Section 45, Title 15, U.S.C. Every 
person who shall make any contract 
or engage in any combination or con- 
spiracy declared to be illegal by this 
act, shall be deemed guilty of a mis- 
demeanor, and, on conviction there- 
of, shall be punished by fine not ex- 
ceeding five thousand dollars or by 
imprisonment not exceeding one 
year, or by both said punishments, 
in the discretion of the court.” 


Miss Poehlman Moves 


Helene Poehlman has joined the 
copy staff of L. D. Wertheimer Com- 
pany, Chicago. She was formerly 
with Barron Collier Corporation. 


Fitzpatrick Appointed, 
T. J. O’Rourke Promoted 


Paul Fitzpatrick, for the past two 
years director of public relations of 
the Federal Housing Administration, 
Washington, D. C., has been ap- 
pointed vice-president in charge of 
sales of Pierce-Arrow Motor Car 
Company, Buffalo. 

Thomas J. O’Rourke, with Pierce- 
Arrow for the past 30 years, has been 
named assistant to the president. 


“Pick-Ups” Appears 

“Pick-Ups,” a new magazine de- 
voted to news of developments in 
sound transmission, published by 
Western Electric Company, made its 
appearance with the November issue. 
Editor is Will Whitmore, of the com- 
pany’s New York headquarters staff. 


Oleson Studios Appoint 


Otto K. Oleson sound studios, Los 
Angeles, Cal., have appointed Con- 
quest Alliance Company, New York, 
as transcription distributors in At- 
lantic Seaboard states. Sam Bartlett 
has been appointed production man- 
ager, and Art Davis, formerly with 
Western Electric Company, has 
joined the recording manufacturing 
division of the studios. 


Agency Elects Geller 


Max Geller, for two and a half 
years with the International Maga- 
zine Corporation and formerly East- 
ern advertising manager of Liberty, 
has been elected a vice-president of 
Blackman Advertising, Inc., New 
York. He assumes his new duties 
at once. 


every-year families, 


Mailing List Compilers. Business Statis- 
tics. Producers of Direct Mail Advertising. 


eee picks its articles to please the new-car- 


where a dozen bed-sheets 


bought at a clip is not financial suicide, but merely good 
home management, where orange juice comes to the 
table in a pitcher, and where your advertisement does not 
have to educate as well as sell the reader. 

We write to that type of family. We have sat in their 
living rooms and had them tell us what they like best 
in Redbook. From hundreds of interviews made every 
month we know they like Booth Tarkington, P. G. Wode- 
house, Stephen Vincent Benet, Ursula Parrott, Zona 
Gale, Philip Wylie. They told us so. 

Does such an editorial policy based on reader research 
make money for advertisers? Key advertisers who trace 


REDBOOK is not edited for people who are forced to economize. 
Its aim is to interest people who can afford to buy what they want. 


returns say so. Take school and camp advertisers. They 
can tell what magazines produce their enrollments, and 
they put more advertising in Redbook than in any other 
magazine. Apparently more Redbook families can afford 
private schools for their children. 

If it cost more to reach families who uy more, it would 
still be justified. But happily, in Redbook’s case, it 
doesn’t. Redbook’s rate is only $2.48 per thousand fam- 
ilies, lowest in its field (based on guarantee). And more, 
a book-length novel in every issue keeps Redbook (and 
your advertisement) alive long after other advertising 
has ceased to work. Manufacturers who see the wisdom 
of going after the easy sales first, start by placing their 
advertisements before Redbook’s 775,000 families. 


AN Advertise to your BETTER customers FIRST... in Redbook 
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The Cost of Change 


Meat packers are concerned, and 
properly, with the possibility of 
radical changes in food consumption 
stimulated by current shortage of 
meat and accompanying high prices. 
At the convention of the Institute 
of American Meat Packers held re- 
cently in Chicago, the high lights of 
which were reported in ADVERTISING 
AGE, there was discussion of the de- 
sirability of an industry advertising 
campaign to impress on the public 
the importance of meat in the diet. 

Some highly significant factors in 
the present situation were pointed 
out by A. C. Sinclair, vice-president 
of Kingan & Co., one of the most 
successful independent packers in 
the Middle West. 

“The shortage,” he said, “has 
demonstrated that people can live, 
without noticeable complaint, on a 
reduced diet of meat. Fruits, vege- 
tables, cereals, bread and other sub- 
stitute foods have taken up the slack 
and now account for a larger propor- 
tion of the consumer’s diet than here- 
tofore. If there had been no short- 
age, the meat industry would still 
be called upon to face the distraction 
of consumers’ interest from meats 
to new foods.” 

In the same connection the stimu- 
lating address of Clarence Francis, 
of General Foods, at a sales con- 
ference in New York the same week, 
is of interest. Mr. Francis not only 


emphasized the tremendous markets 
awaiting development because of the 
worn-out and obsolete condition of 
most of America’s property, but also 
the opportunity in the production 
and marketing of new foods. 

The fact is that changing habits 
represent a decided liability to the 
industry which is not alert to main- 
tain its position. The meat industry 
is handicapped with a shortage of 
supplies, due to current governmental 
policies in the regulation and re- 
striction of production, but, as Mr. 
Sinclair points out, the problem 
would exist anyway in the form of 
aggressive competition from new and 
attractive food products, most of 
which are advertised to a public in- 
terested in new things. 

To lose an established market and 
then endeavor to regain it by ex- 
tensive promotion and propaganda 
is exceedingly costly. It is far more 
satisfactory to an industry to main- 
tain the market, through consistent 
improvement of product and adver- 
tising, than to make the much larger 
expenditures necessary to win it back 
after it has slipped away. The public 
taste does not change over night, but 
gradually, and the task of holding 
acceptance and preference, already 
won, is far easier and less expensive 
than endeavoring to smash through 
the interference of established com. 
petition later on. 


Motor’s Public Relations 


No industry guards public good- 
will more jealously than do the 
manufacturers of automobiles. They 
appreciate the necessity of maintain- 
ing public relations on a favorable 
basis, and have successfully met and 
overcome enough difficult situations 
in the recent past to demonstrate 
how vital the favorable attitude of 
the public is when the industry is 
under attack or answering criticism. 

The fact that the new program of 
national automobile shows, the first 
of which is now under way in New 
York, will tend to equalize the pro- 
duction curve and spread employment 
over a longer period than hereto- 
fore, is being properly capitalized by 
the industry in calling attention to 
the advanced showing of 1936 models. 

The public is properly interested 
in the economics of the motor 
car industry, because that industry 
is a leader not only in aggres- 
sive development of markets, but also 
from the standpoint of financial and 


production policies. That the manu- 
facturers of motor cars have seen the 
desirability of meeting the only rea- 
sonable criticism which has been 
leveled at their employment methods, 
that of too great irregularity, is sig- 
nificant of their attitude toward their 
employes and toward the public 
which supports employment by pur- 
chase of automotive products. 

Donald D. Davis, president of 
General Mills, Inc., commenting on 
the need of better public relations as 
a support for industry’s attitude on 
legislation and other matters affect- 
ing it, says, ““We have not yet suc- 
ceeded in conveying to this nation of 
customers the basis for public under- 
standing of modern business.” 

This is generally true; but the 
automotive industry has made such 
remarkable progress toward the 
goal of sympathetic public under- 
standing that it might well be re- 
garded as a model for other groups 
which have similar problems. 


WHEN ADVERTISING IS TAKEN SERIOUSLY 


PERFUME 
9&10 


—Hooey. 


"I'd like something to make me smell dangerous." 


Voice of the Advertiser 


It’s Tops 

To the Editor: ADVERTISING AGE to 
me is “TOPS.” I look for it each 
week just as regularly as some do 
their bible on Sunday mornings, The 
short write-ups and downs give spice 
to your columns, and after all, who 
wants to digest anything without 
some spice in it? 

Will you please see that the items 
mentioned on the enclosed, which 
were listed in your Information for 
Advertisers column, are sent to me? 


I. O. WITTE, 
I. O. Witte Studio, 
Los Angeles, Cal. 


Finicky Reader Sees 
A Yacht Out of Place 


To the Editor: To a Pacific Coaster, 
where “is the home of the clam and 
the crab,” the enclosed clam chowder 
advertisement of Campbell’s, in 
which a sailing vessel out on the 
open waves gets most of the space, 
strikes a somewhat humorous note, 
in that it rather indicates clam fish- 
ing from a “yacht.” That may be 
the rule in the East, although here 
in the real home of the clam the 
delectable creatures are dug at low 
tide with a spade. 

Apart from that incongruity, the 
ad is a most attractive one and 
should sell the nation a lot of Camp- 
bell’s clam chowder, even while rais- 
ing the risibility of our hundreds of 
amateur and professional clam dig- 
gers on the Coast. 

Come up and see us some time—- 
we'll lend you a pail and a clam-gun 
(local idiom for the spade used). 

W. F. HEMMING, 
Publisher, West Coast Trade, 


Tacoma, Wash. 
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‘Amateur Adman” Pleads 


for More Consideration 

To the Editor: Your editorial in 
the issue of Oct. 14, covers quite 
thoroughly the situation between the 
amateur advertising man who thinks 
he has developed an idea which is a 
world beater and the advertiser who 
is often sued for appropriating this 
same idea. 

Being one of the many amateurs 
who wants to become a professional, 
I can say that I agree whole-heart- 
edly with what you have said. But, 
don’t you think you have been just 
a little too hasty and just a little too 
hard on the many amateurs whose 
ideas are really new and which are 
always stolen from them? 

Frankly, I am one of these ama- 
teurs who are continually sending 
in ideas to what I consider reputable 
firms. And I’m in a heat over the 
whole thing because something simi- 
lar happened to me. I still don’t 
know whether my idea was chiseled 
or whether it was someone else’s 
brain child. But the conditions sur- 
rounding the case make me feel that 
it was chiseled. 

It was an idea submitted to a large 
New York City department store. 
And just about the time that usually 


elapses before you get a reply on such 


a thing, there appeared a two-page 
spread of my idea in a Sunday paper, 
as part of this store’s advertising. 
This same idea was run for three 
Sundays in succession. I can’t say 
whether it was a coincidence or not, 
but gosh, it is too obvious a coinci- 
dence, 

After all, suing the company was 
out of my mind and still is, and for 
that matter the many others feel the 
same way. The majority of us aren’t 
even looking for any monetary re- 
turns. We do, however, expect a 
chance for a job as remuneration. 
Even a letter of acceptance and 
praise for the workability of the idea 
is often enough to placate the hungry 
desires and burning passions of us 
amateurs and neophytes. What bet- 
ter way have we than showing our 
prospective employer that we are 
awake to the many promotional 
possibilities his business has? 

I'm only a young fellow, maybe 
too young to know what all this 
chiseling is about. But I do know 
that the idealistic outlook I have on 
the advertising game makes me look 
for the truth and give credit where 
credit is due, You don’t know what 
it means never to have had a chance. 
And when a possibility arises, to have 
it stolen from you, only for the glori- 
fication of some scheming and chisel- 
ing advertiser. This puts a damper 
on you for quite some time. And, 
believe me, it takes many a week 
before you forget the incident and 
start all over again. 

For heaven’s sake, man, if you an- 
ticipate starting a protectionist group 
to aid the advertiser against what 
you might call the “amateur chisel- 
er,” how about starting something 
to aid the honest amateur against 
the “‘chiseling advertiser’? 


SAMUEL FLETCHER WEST, 


New York. 
vvwy 


Helps Safety Cause 

To the Editor: Your editorial in 
your Oct. 21 issue headed, “The Mo- 
tor Safety Parade,” is very timely 
and very pertinent to the current 
thinking of this company. 

We are endeavoring wherever pos: 
sible to stress very strongly in all of 
our future copy and editorial com- 
ment the importance of safety pre. 
cautions. 

F. R. Bascock, 

Advertising Manager, The Nash 


Motors Company, Kenosha, Wis. 
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Institute Had Not 


Heard of Stipulation 

To the Editor: In the Oct. 21 issue 
of ADVERTISING AGE, page 1, bottom 
of column 2, reference is made to a 
news article from Washington, D. C., 
referring to the North American 
Institute, which is one of several 
home study schools owned and oper- 
ated by us. 

If there has been any such ruling 
by the Federal Trade Commission, 
this is the first we have ever heard 
of it, and I would appreciate it very 
much if you would please advise us 


where your information came from 
so that we may verify it. 
C. E. Surack, 
Vice-President, Markus-Campbell 
Company, Chicago. 


{[Eprror’s Nore: The ruling re- 
ferred to in the story is Stipulation 
0919 of the Federal Trade Commis. 
sion, a copy of which we have sent 
Mr. Shrack. The Federal Trade Com- 
mission also informs ADVERTISING 
AGE that a copy of the stipulation 
was sent to the North American In 
stitute late in September, well in 
advance of the public release of the 
information.] 
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Most Valuable Service 


To the Editor: To us the most 
valuable part of your very interest- 
ing newspaper is your “Information 
for Advertisers” column. Each issue 
contains something of help to us. 

We would appreciate it very much 
if you would send us the material 
listed on the enclosed sheet. 

ELEANOR BAILEY, 

Promotional Advertising Depart- 

ment, Oberly & Newell Litho- 


graph Corporation, New York. 


ee 


Pietsch Finds Two 
Similar Advertisements 


To the Editor: For your possible 
interest I enclose two ads of two 
widely different concerns, published 
in two widely different publications, 
and at dates over eleven years apart. 

Still, what a similarity! It is the 


the wisely. 
stocked pentry the 
husbond of the thrifty 
housewite finds these 


i 


of the wisely-manoged 
store, the wife of the 
successful grocer ob 
serves these some staple, 
consistently odvertised 
bronds Fresh stocks al. 
woys, becouse they 
never linger long enough 
to worm the shelves 
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height of something, I don’t know 
what, unless it is that good old say- 
ing, “There’s nothing new under the 
sun,” 
WALTER G. PIETSCH, 
Gale & Pietsch, Inc., 


Chicago. 
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Please Don’t Miss 

To the Editor: Of all the periodi- 
cals I receive each month, the one I 
would miss most should my regular 
weekly copy be discontinued, is Ap- 
VERTISING AGE. 

I am okeying your invoice for 
prompt remittance through our au- 
diting department at once—in the 
meantime, please do not permit a 
single copy to miss me. 

L. L. SWARTZKOPF, 

Advertising Manager, A. B. Frank 

Company, San Antonio, Tex, 
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FIRST RESULTS 
OF TWO ANA. 
STUDIES TOLD 


Set-Up of Ad Department and 
Size of Budget Analyzed 


Atlantic City, N. J., Oct. 30.— 
Though not completed, the first 
studies undertaken under the sole 
sponsorship of the Advertising Re- 
search Foundation, formed by the 
Association of National Advertisers, 
have progressed to the point where 
Bernard Lichtenberg, chairman of 
the committee in charge, could re- 
port some of the results at the as- 
sociation’s meeting here this week. 

Of the two projects in work the 
study of the advertising budget has 
attracted the most outside interest. 
The compilation of this report had 
been a regular activity until 1933, 
and outsiders, as well as members, 
were anxious that the work be re- 
sumed this year. 

Questionnaires for the current 
study were sent to 2,118 companies, 
and 296 were returned as of Oct. 25, 
the total of appropriations involved 
being $70,000,000. The 1933 study 
was based on 285 completed ques- 
tionnaires. A definite refusal to co- 
operate has been expressed by 214 
companies. 

From data so far available, 9.13 
per cent of net sales is being spent 
for advertising in 1935. While this 
is an increase of 0.23 per cent over 
the 1934 appropriation percentage 
of the same companies, it is 0.5 
smaller than in 1933. The percent- 
age for various consumer classifica- 
tions varies from 37.8 per cent for 
proprietary medicine to 2.15 for tex- 
tiles. 


Study Departmental Set-Up 


The committee headed by Mr. 
Lichtenberg has had the assistance 
of 18 university teachers of adver- 
tising and marketing in making its 
ease studies of advertising depart- 
ments and A. E. Haase has been in 
direct charge of this activity. A 
number of these studies on various 
types of advertisers, large and small 
and in industrial and consumer 
fields, are nearing completion and 
will be released at intervals of two 
or three weeks, beginning this week. 

The report on the Bakelite Cor- 
poration, issued this week, covers 
the historical background of the or- 
ganization of the advertising depart- 
ment, its structural and functional 
set-up, the method of committee con- 
trol, and the correlation of adver- 
tising, sales and other departments. 

It treats with the details of budget 
control, appropriation breakdown, 
accounting, recording, purchasing, 
receiving, storing and shipping, as 
well as creative and clerical routine. 
Forms used by the department are 
reproduced. 

Distinctive features of the report 
on this industrial advertiser are out- 
lines of the procedure of coordinat- 
ing trade, engineering and legal re- 
search and of the method of definit- 
izing the routine of every member of 
the staff from Allan Brown, adver- 
tising manager, to the office boy. 

Mr. Lichtenberg’s committee of ad- 
vertisers comprises C. L. Reisner, 
De Laval Separator Company; W. 
K. Page, Addressograph-Multigraph 
Corporation; E. L. Gouedy, Eagle- 
Picher Sales Company; Dr. M. W. 
Stofer, Norwich Pharmacal Com- 
pany; Herbert Metz, Graybar Elec- 
tric Company, and Theodore Marvin, 
Hercules Powder Company. 


“Florida Grower” Leased; 


Ownership Remains Same 

John F. Cunningham, principal 
owner of Florida Grower, Tampa, has 
announced that a management lease 
has been effected with Florida Grow- 
ers’ Publishing Company, whereby 
the company assumes authority for 
the operation of the monthly. 

Ownership of the magazine con- 
tinues unchanged, and Mr. Cunning- 
ham, dean of the College of Agri- 
culture, Ohio State University, main 
tains his editorial interest. 


Joe Dawson Heads 


Agency Committee 


Joe M. Dawson, vice-president of 
Tracy-Locke-Dawson, Inc., New York, 
has been appointed chairman of the 
committee on agency practice of the 
American Association of Advertising 
Agencies. Members of the committee 
include: 

Harrison Atwood, McCann-Erick- 
son, Inc., New York; L. W. Baillie, 
J. Walter Thompson Company, New 
York; George T. Eager, Batten, Bar- 
ton, Durstine & Osborn, Inc., New 
York; Willard S. French, Brooke, 
Smith & French, Inc., Detroit; Win- 
throp Hoyt, Charles W. Hoyt Com- 
pany, Inc., New York; William Rey- 
del, Newell-Emmett Company, Inc., 
New York; Charles Daniel Frey, 
Charles Daniel Frey Company, Chi- 
cago. 


Priceless Copy 
Produces Large 


Used Car Sales 


Glendale, Cal., Oct. 31.—A used car 
advertising campaign, in which no 
prices were quoted, has produced a 
gratifying amount of business for 
Smith-Golden, Inc., Dodge-Plymouth 
headquarters here, and has made the 
firm a topic of conversation all over 
the city. 

The campaign, in the Glendale 
News-Press, covered four days, start- 
ing out with small teasers on the 
first two days, climaxing with a full- 
page announcement on the third day, 


and following up with small-sized 
copy on the fourth day. Several radio 
announcements were made daily, 

Advertising on the first two days 
brought out the fact that a “prom- 
inent Glendale firm” needed more 
room for new merchandise and more 
cash to buy the new stock, and sug- 
gested that readers “make an offer.” 
Readers were referred to “Thursday’s 
paper” for details. 


Described in Brief Copy 


Twenty-one of 85 used cars on sale 
were described in brief, pithy copy 
on the third day, when the firm re- 
vealed its identity and announced its 
“Make-an-Offer Sale of Used Cars.” 

“What's the bid? It’s yours,” one 
item read. “No apologies for this 
one. Been serving every day. Beat 


the crowd.” Another item read, “How 
Much, Brother? 1929 Hudson sedan. 
Hudson's last six-cylinder model and 
O. K. throughout.” 


Suggestions for “Swapping” 


The “swapping” element in the 
city was told that a hearty welcome 
would be awaiting them at the firm’s 
place of business, The company sug- 
gested shotguns, washing machines, 
radios, vacuum cleaners, and a horse 
and buggy, as desirable for swapping. 
“Or,” the advertisement continued, 
“if you are tired of your wife, bring 
her in—we’re in a swapping mood. 
If any lines are drawn in this sale, 
you'll draw them—not us.” 

The campaign was prepared by 
Ray Ad Service Company, Glendale. 


Hour [0 one... 


Advertising men vote. 85 per cent. replying in 


September, nineteen thirty-five say... 


THE LITERARY DIGEST IS AT YOUR SERVICE WITH — 


Not just one editor or one staff 
of editors, but tapping the whole 
world’s editorial genius 


N°: a single viewpoint or several angles, 
but presenting a// that are needed for 
complete intelligent understanding. 


Thousands of newspapers all over the world re- 
port and comment on each event from almost 
as many viewpoints. The Digest sifts these 
stories and editorials for the essential facts and 
names the sources of the opinion, that is, the 
name and location of the newspaper, periodical 


or individual quoted. 


Brilliant editorial specialists add news from 
original sources, last minute details secured by 
cable, telegraph, telephone, personal interviews 
and quotes, picturing the perspective of every 


READ AND ENJOY 


big question before the public eye. The Digest’s 
original method gives you the: CAUSE, BACK- 


GROUND, SIGNIFICANCE, 


OPINION. 


All the facts of both sides on the live issues of 
these dynamic times are assembled — authori- 
tative briefs from which keen-minded readers 
make up their own minds. 
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Petrie to Head 
Branham Co. 


Chicago, Nov. 1.—John Petrie, for- 
merly vice-president and treasurer 
of The Branham Company, pub- 
lishers’ representative, has been 
elected president of that organiza- 
tion, succeeding the late John M. 
Branham. 

Joined Firm in 1909 


Mr. Petrie has been associated 
with the Branham organization for 
more than 25 years, joining the firm 
of Barnard and Branham in 1909. 
Following the death of Mr. Barnard 
and the organization of The Bran- 
ham Company in 1912, Mr. Petrie 


was made secretary, subsequently 
becoming vice-president. 

The Branham Company, which 
maintains offices in ten cities, rep- 
resents newspapers in 25 cities. 
Ten of these newspapers publish 
morning, evening and Sunday, seven 
publish evening and Sunday, five 
publish morning and Sunday, and 
three publish evenings only. 


Druggists Plan Drive 


Connecticut Druggists Exchange, 
Inc., Hartford organization of inde- 
pendent retail druggists, is planning 
a cooperative newspaper campaign. 
Advertising will feature items sold 
by members and will be tied in with 
window and counter displays. Presi- 
dent of the exchange is David J. 
Malley. 


175 NORWEGIAN 
SARDINE PACKERS 
IN CO-OP DRIVE 


Stress Use of Fish in Hot 
Dishes 


New York, Oct. 31.—The campaign 
just started in America on behalf of 
the Norwegian Sardine Canners As- 
sociation probably establishes a rec- 


ord, in that in a single cooperative 
effort, the advertising covers at 
least 3,000 brands of between 150 
and 175 packers who are members 
of the organization. 

This is the first American cam- 
paign ever conducted by the organ- 
ization, which has conducted vam- 
paigns in many other countries. 
For many years, such a move was 
contemplated and about eight years 
ago the association came to a point 
where it ran one or two advertise- 
ments in American publications. 

Frank Presbrey Company is in 
charge. The activities, directed by 
Col. K. G. Martin of the agency, call 
for at least three years of American 
advertising. The introductory cam- 
paign, just started in 31 newspapers 
of 17 major cities, will be concludea 
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“TI LIKE THE PRESENT LITERARY DIGEST” 


An editorial program that leads to clear think- 
ing and ability to talk knowingly on the subjects 
clever people are discussing. 


Nothing Like it in a Presidential Year 


Balanced, impartial, complete news and opin- 
ion on politics makes The Digest more than 


ever indispensable in a 


Presidential Year. For 


The Digest—the National Poll-Maker—seeks 
out all the slants from all parties and gives them 
to eager readers in every section of the country. 
No other magazine will give the drama of this 
exciting campaign so vividly. 


Each mail brings thousands of letters—enthu- 
siastic commendations from all our readers. 


For example: 


State Governor—‘‘! find it invaluable.’’ 
Bank President—‘‘Foremost magazine for 


the busy man.”’ 


Mayor Great City—‘‘Indispensable in these 
quickly moving times.’”’ | 
Physician—‘‘A necessity in my life.”’ 

A ttorney—‘‘Unequaled in its sphere.”’ 


Here is concrete, up-to-the-minute evidence of 


sound editorial policy. 


OF NOTABLE. 


A 


In September, 1935, ‘he Digest conducted a 


survey among a most 


sophisticated magazine 


reading public—executives of advertising agen- 
cies and advertisers. The question asked was 


“* Does the reference to the source of the news giving 
the name and location of the newspaper, pertodi- 
cal, or individual quoted, interest you?”’ 


83% of the replies said Yes—impressively dem- 
onstrating the appeal of The Digest method 
to this fast thinking, up-to-the-minute group 


of magazine readers. 


Editorial interest makes an advertising medium, 
yet it is only one of many reasons why The 


Digest offers such an 


exceptional advertising 


opportunity. Among other reasons are 


. The lowest rate per thou- 
sand readers of any news 
weekly. 


. 600,000 guaranteed aver- 
age circulation. 


. 71% executive and pro- 


fessional readership. 
4. 80.9% car-owner readers. 


. Readers with incomes to 
travel, to buy books, to 
live in better homes. 


6. Evidence of verified re- 
sults — actual-dollars-and- 
cents sales thru dealers — 
such as no other magazine 
has ever offered to adver- 
tisers. 


7. A unique service —What 
to Buy (The Advertising 
Guide) — which makes 
readers advertising con- 
scious and purchase 
minded. 
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cately smoked, packed in economical. pe coms cn 
virgin olive oil or rich tomato See Vou en fa 4 
sauce. No scales, no bother- vorite brand st your foad shop 
some bones. A/! nourishing, today. Be sure to say 
vitamin laden food! Sardines”... the name Ay 
is on every label and every can 
Ready... POR EVERY MEAL *4 “7 cost 20 more, 
Norwegian Sardines are *Norway Surprise 
y to use as come Scrambled trimmed shcee 
Prepared in many deli- ‘i | Norwegian 
cious ways.” Dainty and pha I, ‘Add dash oflomon 
tasty for every meal... juice, « sprinkle of paprika 


quick guest serv- 
. . ideal for attractive 
hors d'oeuvres. 


f 
i? 


are delicious 


ae 


wORWEGI 4 
A typical piece of copy in the new 


Norwegian sardine cooperative 
campaign. 


sometime around Thanksgiving. The 
program for next year calls for the 
expenditure of about $100,000, of 
which 75 per cent probably will be 
spent in newspapers. 


Dealers Are Impressed 


Schedules and copy were sub- 
mitted to more than 100 importers. 
This is not ordinarily a time when 
importers buy sardines, and they 
have never hustled to buy as they 
have since seeing the advertising 
program which is being put into 
operation, it is reported. The out- 
standing evidence of the introduc- 
tory campaign’s success, from a 
merchandising standpoint, is that 
the last shipment of Norwegian 
sardines jumped up to 15,000 cases 
and the next one will consist of 
34,000. 

The first copy, running from 100 
to 200 lines, struck a new note on 
sardine consumption, that is, stress- 
ing this product’s use as a hot food. 
Heretofore, the American consumer 
has thought of sardines only as a 
quick cold dish. All the recipes in 
the new campaign feature the fish 
in some hot dish. 

For some time, the agency plans 
to use newspapers exclusively, sup- 
plemented by merchandising efforts. 
The latter will include a complete 
motion picture to be shown to the 
trade. Plans are also being made 
for public release of an educational 
sound film. If the campaign de- 
velops as is anticipated, it may be 
taken to magazines later. 

The campaign, in preparation 
since April, follows a two-month 
survey of the entire Norwegian sar- 
dine canning industry by Col. Mar- 
tin. While it was manifestly im- 
possible to feature brands in the 
advertising, the fact that every can 
packed must have the word “Nor- 
way” embossed in the bottom pro 
vided a common identifying mark. 


Brands Are Required 

The industry in Norway is rigidly 
controlled and unusually well set up, 
Col. Martin reported. Not only is 
misbranding prohibited by law, but 
the product must bear a brand name, 
and the name and address of the 
packer must appear on every can, 
in type no smaller than that used 
for the dealer’s or distributor’s 
name. 

No one can enter the Norwegian 
sardine packing industry without 
posting a bond with the government 
to be used in meeting any claims for 
violations of regulations. Bunds 
range in size from $10,000 to $25,000. 

The industry itself presents an in- 
teresting picture. Scouts constantly 
comb the fjords for schools of sar- 
dines. Once found, their direction 
is ascertained and a packer is ad- 
vised. Nets are lowered and fixed. 
Samples are immediately hurried to 
laboratories for test as to essential 
food elements. If the laboratory re- 
port is favorable, the fish are kept 
in the nets three days to evacuate 
stomach and bowel contents, then 
raised and packed within a period 
of a few hours. 
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Glass Laboratory 


for Owens-Illinois 


Owens-Illinois Glass Company, To- 
ledo, O., has awarded a contract for 
the construction at Toledo of a new 
all-glass laboratory which will be 
devoted to packaging research. 

Owens-Illinois also maintains re- 
search laboratories at Alton, Ill., and 
Newark, O. 


Opens Type Exhibit 

An exhibit of the type face contest 
of the National Board on Printing 
Type Faces will be open to the pub- 
lic until Nov. 9 at the gallery of 
the Architectural League, New York. 
A dinner meeting attended by repre- 
sentatives of the graphic arts, artists 
and advertising field preceded the 


DE SOTO STRESSES 
CUSTOM STYLING? 


Detroit, Mich., Oct. 31.—The 1936 
De Soto, heralded as the “smart car 
of 1936,” and a “custom-styled car in 
the low price field,’ will be given its 
advertising debut this week-end by 
Chrysler Corporation. 

De Soto will make a bid for the 
custom-minded market with new Air- 
stream models which have been “as 
exquisitely finished, as brilliantly 
appointed, as the most expensive cars 
built today,’ as one piece of intro- 


ductory copy will declare, 

Second in importance only to the 
fashion angle in the company’s 1936 
copy, is announcement of the perfec- 
tion of a “gas-saver” transmission 
which, advertising asserts, “makes 
De Soto probably the most economi- 
cal car in America!” 

Prepared by the Detroit office of 
J. Stirling Getchell, the campaign 
will start with spreads in national 
magazines. Copy will be replete with 
illustrations showing the style fea- 
tures of the new models. 

“There's a New ‘Who’s Who,’”’ de- 
clares one pictorial smash. Six 
points are listed to prove the con- 
tention that De Soto sets the style, 
while copy emphasizes that these 
features are available at a price only 


ot Sena 


Ee I Rake a hae 
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oo 


slightly more than the lowest priced 
models. 


Book for Brewers 

“Successful Brewing,” the first 
American book on brewing tech- 
nology since 1914, has just been pub- 
lished by Brewery Age Publishing 
Company, Chicago. Its author is 
M. A, Posen, director of the Brewing 
Research Laboratories, and technical 
editor of Brewery Age. 


Name Federal Agency 


Monument Mills, Housatonic, Mass., 
makers of bedspreads, have appointed 
Federal Advertising Agency, New 
York, for their advertising. Direct 
mail, business papers, dealer helps 
and possible spot radio broadcasts 
are included in 1936 plans. 


a 
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San Francisco 


The Call-Bulletin and 
the cable cars—both deeply 
rooted in the life of 


ee 


JUST AS ARDENT A 


SPACE BUYER: Yj) WU, BUT 


WHAT | WANT TO KNOW 

IS WHICH SAN FRANCISCO 
DAILY NEWSPAPER CARRIES 
THE MOST DISPLAY ADVERTISING 


Of course, space buyers do not have to journey to San Francisco to 


learn which daily newspaper carries the most display advertising — our 
linage looks good in Media Records, thank you! 


But, while we're on the subject, we might add—1935 is the fourteenth 
consecutive year of evening Call-Bulletin leadership in San Francisco 


daily display advertising. 


Represented Nationally by Paul Block & Associates 


OIL MARKETERS 
CLAIM SQUEEZE 
BY SUPPLIERS 


Jobbers Ask for Segregation 
of Accounts 


Chicago, Nov. 1.—Demand for leg- 
islation to force major oil companies 
to segregate costs of each depart- 
ment and to make sales divisions 
stand on their own feet was voiced 
at the annual meeting of the Na- 
tional Oil Marketers Association in 
Chicago this week. 

The association, made up of in- 
dependent oil jobbers, freely charged 
that the integrated oil companies 
frequently sell at a loss in order to 
embarrass the independents. Sena- 
tor Joseph A. Baldwin, of Michigan, 
noted foe of big business, and author 
of the bill to investigate conditions 
in the oil industry of that state, pre- 
dicted that as a result of the facts 
unearthed, new legislation is certain 
in Michigan. He expressed the hope 
that the United States will take up 
where the joint legislative commit- 
tee drops the work. 

Hazen J. Hatch, of Marshall, 
Mich., counsel for the Michigan In- 
dependent Oil Jobbers, read some of 
the testimony developed during the 
investigation, to substantiate his 
charge that a letter by Secretary of 
the Interior Ickes ordering price 
stabilization was the screen behind 
which large oil companies moved to 
form a monopoly. 


Ask Fair Practice Code 


He asserted that the elements con- 
demned by the Wickersham oil briet 
in the Standard Oil case in 1911 are 
still in evidence, and alleged that 
the dissolution of Standard Oil was 
of the vertical variety, while a hori- 
zontal divorce is required. 

Adding his voice to the clamor 
against the big oil companies was 
F. M. Wylie, of Madison, Wis., for- 
mer assistant attorney general of 
Wisconsin, which has also had its 
oil marketing investigation. Mr. 
Wylie took the viewpoint that prices 
may legally be regulated by declar- 
ing existence of an emergency. 

Keynote of the meeting was 
sounded by C. E. Bauer, of Louis- 
ville, Ky., vice-president of the Na- 
tional Oil Marketers Association, 
who urged adoption of a code of fair 
trade practices. 

“In such a code,” said he, “there 
is no place for exceptions favoring 
transactions between large com- 
panies and their big customers—no 
place for rules that allow marketing 
departments of large companies to 
sell against us at a loss because they 
are subsidized with profits from pro- 
duction, refining and transportation 
departments. 

“There is no place for rules per- 
mitting national accounts and pnony 
associations to be sold at prices in 
many instances below those at which 
jobbers can survive—no place for 
rules permitting our suppliers to 
meet secretly and agree on gross 
margins for jobbers which are lower 
than the actual cost of major com- 
pany bulk station operations.” 


Oppose Tax on Oil 


Mr. Bauer criticized coal interests 
which have proposed, through the 
Lloyd Bill, a tax of one-half cent a 
gallon on fuel oil. He said the meas- 
ure, if passed, would wipe out fuel 
oil markets. Returning to the job- 
bers’ chief complaint against re- 
finers, he explained their position as 
follows: 

“It would seem logical that those 
occupying seats high in the manage- 
ment of integrated companies would 
recognize the unfairness of pooling 
all losses and profits of various divi- 
sions, and of their own accord set 
up each division on its own feet, 
seeing that each produces a return 
commensurate with the investment. 
It is only a question of time when 
this must be done under the cries 
of disillusioned stockholders’ or 
aroused non-integrated competitors.” 
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THIS FAMILY REQUIRES THE AVERAGE AMOUNT OF 
BUTTON-SEWING in o year, according to # tecent Home 
Mending survey. If you think your family pops off too many 


buttons, listen to this: The poorer the thread, the more buttons 
come off,” commented many a woman interviewed. “If you want 
to sew buttons on to stay, it pays to use J. & P. Coats best 6-cord.”” 
— 


This roto copy for J. & P. Coats 

indicates the amazing number of 

buttons which comes off the 

clothing of a typical family in the 
course of a year. 


DAILIES, RADIO, 
OUTDOOR SELL 
1936 CHEVROLET 


“Only Complete Low Price 
Car,”’ Is Slogan 


Detroit, Mich., Nov. 1—A tremen- 
dous announcement blast, appearing 
in several thousand daily and weekly 
newspapers, introduced the 1936 
Chevrolets which will be placed on 
display Saturday at the New York 
Automobile Show and simultaneously 
through the country at dealer sales- 
rooms. 

“The only complete low-priced 
car,” was the theme of the announce: 
ment copy. This statement will be 
emphasized throughout the cam- 
paign, which was prepared by De- 
troit headquarters of the Campbell- 
Ewald Company. 

Five 80-inch teaser advertisements, 
running over the period of the last 
fortnight, and boasting a wealth of 
white space and attractive illustra- 
tion, carried no copy whatsoever, but 
depended fer their effect on catch 
lines such as “Safe—beyond all pre- 
vious standards of safety,” ‘“Beauti- 
ful—beyond belief,’ ‘Comfortable 
beyond compare,” and “Thrilling— 
beyond any other thrifty car.” 

Completeness in equipment, in ap- 
pointment and in convenience is 
stressed in the company’s 1936 an- 
nouncement, 


Stress Six Features 


Six Chevrolet features appear in 
the introductory newspaper advertis- 
ing. These features, which will be 
developed more in detail as the cam 
paign progresses, are new perfected 
hydraulic brakes, solid steel one- 
piece turret top, no draft ventilation 
on new bodies by Fisher, high com- 
pression valve-in-head engine, shock- 
proof steering, and improved gliding 
knee-action ride, the last named fea- 
ture being optional on master models 

Prices are virtually the same as 
was the case on this year’s models. 
In both appearance and specifications 
the master and standard models have 
been brought closer together, the 
lower-priced standard models having 
been completely redesigned in chassis 
and bodies. Last year the standards 
differed materially both in appear- 
ance and in construction from the 
masters; while this year the chief 
difference is a matter of wheelbase. 

The advance schedule would seem 
to indicate that Chevrolet expects 
more color to be preferred in cars 
than ever before. The proportion of 


color to black, it is understood, is 
about 70-30 on cars which were 
shipped to dealers for announcement 
day stocks. In addition, a fleet of 
cream-colored models will appear on 
the streets all over the country, for 
demonstration and exhibit purposes. 


Makes Job Easier 


The similarity of the two models 
will make the advertising job an 
easier one this year for the agency. 
Last year, with many of the master 
model features not available on the 
standard line, copy had to be devel- 
oped very carefully, in order that 
exploitation of the master features 
might not work against the sale of 
the standard line, 

The newspaper campaign is being 
amplified by an extensive outdoor 


posting schedule, which will reach 
into every section of the country, and 
by the large-scale radio schedule 
which Chevrolet has undertaken. 

Chevrolet’s radio efforts include a 
program over the Red network of 
the National Broadcasting Company, 
featuring Dave Rubinoff, Virginia 
Rea and Jan Peerce, with Graham 
MacNamee as announcer, and “Musi- 
cal Moments,” the Chevrolet trans- 
cription program. Now running for 
the second 13-week program, the 
transcriptions are being heard from 
more than 300 stations. 

Magazines will not take their place 
in the promotional line-up until later, 
in accordance with the Chevrolet pol- 
icy of using newspapers for an- 
nouncement of new models. 

This is said to be the first national 


program in the automobile industry 
to have every dealer and retail sales- 
man representing a manufacturer 
conduct a meeting simultaneously, 
where everybody would be _ repre- 


let Motor Company today. 

In every city, town and village 
throughout the United States, ar- 
rangements are being completed this 
week for the 10,000 breakfast meet- 
ings, in * tiich 50,000 Chevrolet men 
representing the entire Chevrolet 
dealer and retail selling organization 
will join on Saturday. 

These 10,000 breakfast meetings, 
held simultaneously and just prior 
to the opening of business on an- 
nouncement day, were designed for 
the purpose of getting the entire re- 


tail selling organization organized to 


‘independents.’ 


NEW YORK CHICAG 


sented, was announced by the Chevro- 


give the consuming public a complete 
explanation of all of the features 
embodied in the new 1936 master, 
standard and truck models. The meet- 
ings climax a nation-wide training 
program. 


New Station for South 


J. B. Roberts has been granted a 
construction permit by the Federal 
Communications Commission to erect 
a new radio station at Gastonia, 
N. C. The station will operate on 
1420 kilocycles, 100 watts, unlimited. 


Names J. D. Bates 


Alaska Freezer Company, Inc., 
Winchendon, Mass., has appointed 
J: D. Bates Advertising Agency, 
Springfield, Mass., for its newspaper 
advertising. 


Selling Through the Drug Stores 


In Los Angeles— 
THESE FACTS WILL INTEREST YOU— 


LOS ANGELES EVENING 


REPRESENTED 


NATIONALLY 


PAUL BLOCK AND ASSOCIATES 


oO DETROIT Los ANGELES 


SAN FRANCISCO BOSTON 


CINCINNATI 


Metropolitan Los Angeles, with a population of approximately a Million and: 
a Half, has about 800 Retail Drug Outlets. 


Of these, 110 are ‘chain’ drug stores—the balance being individually owned 


According to the best available statistics, the 110 chain store units do more than 
65% of the business transacted by the entire 800 outlets. 


These chain drug organizations depend very largely upon newspaper advertising 
for their business—and they consistently carry considerably more of their copy in 
THE EVENING HERALD AND EXPRESS than in any other Los Angeles Daily. 


—-—and for the Nationally advertised products sold through the 


drug stores,—such as medical items, toilet requisites and liquors, 
THE HERALD AND EXPRESS also carries far more advertising 
than any other Los Angeles Daily, Morning or Evening. 


HERALD~£xpress 


PHILADELPHIA 
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RIGHT TO IDEA 
IS PROTECTED 
BY N. J. COURT 


New York, Oct. 29.—An important 
victory in the field of idea protection 
was won by George Zain of the Zain 
Advertising System when Vice Chan- 
cellor Alfred E. Stein of New Jersey 
issued an order enjoining Albert B. 
Ayers and Arthur S. Russell from 
continuing an  advertising-writing 
contest for the Orange Daily Courier 
and from “appropriating the trade 
secrets, methods, plans, formulae and 
ideas” of the complainant. 

The North Jersey Publishing Com- 
pany, publisher of the Courier, was 
restrained also from continuing with 
the contest started by the two other 
defendants. The order, according to 
Phillip S. Rivlin, attorney for the 
complainant, is practically conclu- 
sive. 

Messrs. Ayers and Russell were or 
dered to refrain from soliciting or 
selling advertising or publicity con- 
tracts in any campaign of a competi- 


tive nature for themselves or any 
newspaper or to train personnel for 
or manage any campaign similar to 
that of the Zain Advertising System, 
except in Wyoming, Montana, Idaho, 
New Mexico and Utah. 

The Courier, caught in the middle 
of its contest, immediately sought re- 
lief and was allowed to continue the 
campaign under the direction of the 
complainant. 

The bill of complaint specified that 
yeorge Zain has sold his contest plan 
to newspapers for some 20 years and 
that the elements of the plan are 
copyrighted, Mr. Rivlin, in prepar- 
ing the papers, called in Isaac W. 
Digges as consultant. 


Is Slogan Contest 


In the plan, sold to newspapers and 
advertisers, some 30 or 40 advertisers 
are brought together in an invitation 
to the general public to write adver- 
tisements and slogans. It has been 
found that as each campaign develops 
there is an accumulation of interest 
in the products and houses adver: 
tised. To write the advertisements, 
contestants learn much more than 
they ordinarily would about the prod- 
uct or service in order to produce a 
suitable entry. 

Mr. Ayers was employed by the 
Zain organization in 1934, when he 
signed an agreement stating that he 


would not engage in a similar busi- 
ness for five years after the termina- 
tion of his employment. He left the 
organization in March this year and 
conducted a number of campaigns in 
Florida before contacting the New 
Jersey publisher, the complainant 
asserted. 

In New Jersey, he arranged with 
Mr. Russell to make the contract 
with the Courier. The bill of com- 
plaint alleged that Mr. Russell was 
aware of the circumstances when 
negotiations were started, and that 
he was used as a shield against Mr. 
Ayer’s restrictive covenant with Mr. 
Zain. 

The Zain organization consented to 
complete the Courier’s contest, al- 
though the terms of the agreement 
were such that it cannot benefit 
financially. 


WOR Gets Clapham 


Edwin Clapham, formerly with 
New York Daily News in the adver- 
tising and sales promotion depart- 
ment, has joined WOR in a similar 
capacity. 


Macfadden Moves 


Macfadden Publications, Inc., has 
moved all editorial and advertising 
departments to new offices on the 
15th and 16th floors of the Channin 
Bldg., New York. 


UP GO YOUR SALES—down go your costs—when you 
revise your advertising schedule to fit present day Baltimore. Things 
have changed—for Baltimore has gone News-Post in a big way. 


Consider these facts: 


200.701 net paid (12 months average) 60,000 MORE than 
any other Baltimore daily. 


169.537 in the ABC city zone—84.4% coverage of the Baltimore 
City families. 


31,164 additional circulation in suburbs and nearby territory. 


AND at 35” a line. For sales results schedule the News-Post. 


BALTIMORE 


NEWS: POST 


Represented Nationally by 


HEARST INTERNATIONAL ADVERTISING SERVICE 


Ropney E. Boone, General Manager 


5 Puucasya- Che Baltimore Amerircat has the largest circulation in 


the South—227,842 and still going up. 


SCHLITZ CANNED BEER CAMPAIGN SPREADS 
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Heide 12 cuncermseme os famous | 
Proterts the real drought 
SCHUTZ LACER 1 
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The Beer That Made Milwaukee Famous 


Mar 


J BRINGS YOU. 


REAL DRAUGHT FLAVOR: 


an Opens Likes Beer 


bp nti whe tert It’s the big news of today! 
Everybody is talking about it Bat here's the biggest news 
yet. The best known beer of them all... the Beer That Made 
Milwaukee Famous. bi ipa brand: 
‘You cap now enjoy SCHLITE LAGER . . . with all its real draught 
flavor protected by s vew Cap-Sealed cam. It's the cam that opens 
easily — just like « beer bottle 

Flip off the cap. Pour this appetizing SCHLITZ LACER into your 
glass. You'll instantly recognize the bouquet and favor of 
real draught -beer. For it is brought to you just as it left oar 
brewery in Milwaukee . ite fine Gavor protected in this new 
cam that is lined throughout like « Schlits beer barrel. 

lan’t it 2 satisfaction tw know that your beer never touches the 
tim _ thet it is always clear and brilliant . . . always protected. 
Ask for scHLIT2 LacEn in the new Cap-Sealed can. Until you 
do, you will never know how good canned beer cap be! 


hind of 


After starting out in North Carolina, the Schlitz canned beer effort 

has rapidly expanded until it now reaches one or more cities in about 

18 states. This half-page copy ran in Boston. The Agency is Batten, 
Barton, Durstine & Osborn, Chicago. 


COSMETOLOGISTS 
SEEK TO AMEND 
COPELAND BILL 


Washington, D. C., Oct. 31.— 
Senator Copeland’s office at the Cap- 
itol and members of the House in- 
terstate commerce committee have 
been notified that the National Hair- 
dressers’ and Cosmetologists’ Asso- 
ciation will seek adoption of three 
changes in the Copeland bill, now 
before the House committee. 

Charles Barban, consulting chem- 
ist and spokesman at various hear- 
ings, is asking more protection to 
the public and to the industry, 
through exact definition of ‘“adult- 
erated” and “misbranded” cosmetics, 
he declared here. 

The association points out that 
under section 501 of the bill, sub- 
division A states: 

“A cosmetic shall be deemed to be 
adulterated if it bears or contains 
any poisonous substance which may 
render it injurious to health under 
such conditions of use as are cus- 
tomary or usual.” 

The association seeks to substi- 
tute the following provision: 

“A cosmetic shall be deemed to 
be adulterated if it is dangerous to 
health. A dangerous cosmetic, as 
used herein, shall mean any prepara- 
tion which under conditions of use 
prescribed in the labeling or adver- 
tising thereof, or where no such 
conditions of use are prescribed, 
then under such conditions of use 
as are customary or usual, could 
permanently impair the functioning 
of any vital human organ or de- 
stroy life.” 

As the second change, the associa- 
tion requests the insertion of a sub- 
division under Section 501 which 
will declare that a cosmetic shall be 
considered adulterated if it is fabri- 
cated from any raw material or in- 
gredients of a standard inferior to 
that set forth in the United States 
Pharmacopoeia and other recognized 
authorities. 

The third change recommended 
supplements the present definition 
of a misbranded cosmetic by stating 
that “due consideration shall be 
given to the phenomenon of pre- 
disposition or idiosyncrasy.” Mr. 
Barban said the purpose of this 
change was to eliminate unfair con- 
demnation of certain cosmetics 
which may not react favorably upon 
the skin of a “very small minority.” 


Beech Nut at Fair 


The Beech Nut Packing Company, 
New York, will feature its drum and 
bugle corps and the Beech Nut girls 
in its exhibit at the Texas Centennial 
Central Exposition, opening at 
Dallas, June 6. The food company 
has taken 900 square feet of exhibit 
space. 


Field’s Names Hodges, 


Transfers Carter 


Luther M. Hodges has been ap- 
pointed general manager of the Caro- 
lina group of mills in the Marshall 
Field & Co, wholesale and manufac- 
turing division. 

W. D. Carter, who formerly shared 
the managership of the group with 
Mr. Hodges, has been transferred to 
New York to be in charge of direct 
sales from the silk and rayon mills, 
as well as general supervisor of the 
Carolina Cotton and Woolen Mills 
Company and Woven Fabrics Cor- 
poration offices. 


Seeks Poster Ruling 


The question of the right of Massa- 
chusetts to regulate outdoor poster 
advertising on public highways and 
private lands viewed from highways 
is to be taken to the United States 
Supreme Court. The Massachusetts 
Supreme Court recently upheld the 
state’s regulatory powers. 
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Mowe 


NEW YORK 
HOTEL 


Staying at this 
modern 32 
story hotel assures you of a 
pleasant visit It is just across 
from The Waldorf-Astoria. 
Only 3 minutes from Grand 
Central Terminal and Radio 
City. 

As a Shelton guest you are 
privileged to use the swim- 
ming pool, gymnasium, sola- 
rium, roof garden, library..at 


no extra charge. $ 
ROOM&BATH from 3 daily 


LEXINGTON AVE. at 49th ST., N.Y. 
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CANADIANS SEEK 
NEW RULINGS ON 
RADIO PROGRAMS 


Ask Many Changes Affecting 
Sponsorship 


Toronto, Ont., Oct. 31—The sepa- 
ration of the regulatory functions of 
the Canadian Radio Commission and 
its production of sustaining pro- 
grams, which has been recommended 
by the Association of Canadian Ad- 
vertisers, is the first question regard- 
ing federal control of radio which 
will be dealt with by the new Lib- 
eral government. 

National advertisers sponsoring 
radio entertainment have been con 
sistently seeking lower hook-up rates 
but any encouragement of this aim, 
on the part of the Canadian Radio 
Commission, has given rise in the 
past to the criticism that commercial 
radio advertising would be govern- 
ment-subsidized. 

To offset this criticism, the A. C. A. 
has suggested division of the present 
dual function of the commission. 
The recommendation is that the com- 
mission remain a regulating body, 
establishing the rules on which sta- 
tions might operate, undertaking to 
see that the air is kept clear of inter- 
ferences, and dividing up _ station 
wave-lengths so as to achieve the 
best results from the listener stand- 
point. 

The second function of the Cana- 
dian Radio Commission, that of pro- 
ducing programs, should be in the 
hands of a _ separate corporation 
having a board of voluntary directors 
and a general manager on salary, the 
A. C. A. contends. This separate cor- 
poration would take complete charge 
of the production of programs and 
the sale of land lines and would con- 
trol expenditure of the radio appro- 
priation granted each year by the 
federal government. 

The question of priority of pro- 
grams will also be studied. The 
A. C. A. has recommended that first 
consideration in the hours from 7:30 
to 10:30 p. m. be given to Canadian 
sponsored programs, originating in 
Canada, using Canadian talent, and 
broadcast from coast to coast. 

Since there are many Canadian 
firms whose parent companies in the 
United States are producing impor- 
tant programs over the National or 
Columbia chains, the Canadian adver- 
tisers’ association suggests that these 
be given second preference provided 
the program is being broadcast 
throughout Canada. The association 
believes that it is preferable to have 
Canadian radio-owners listening to 
these programs over Canadian sta- 
tions rather than over stations in the 


.United States. 


Third preference is suggested for 
the sponsor who is prepared to put 


A NEW 
RULE OF THREE 


1. New England 
2. The Great Lakes States 
3. The Pacific Coast 
These are the three best buying 


areas in the country today, accord- 
ing to all current business indices. 


More than 456,000 of the 595,503 
readers of National Sportsman and 
Hunting & Fishing live in these three 
prosperous areas. 


Which helps to explain the unusually 
fine response advertisers of men's 
products get from this free-spend- 
ing all-man market. 


NATIONAL SPORTSMAN 


and 


HUNTING & FISHING 


Boston New York Chicago Philadelphia 


on a coast-to-coast, specially-prepared, 
electrically-transcribed program of 
15 minutes’ duration, Such time as 
remained open would then be de- 
voted to sustaining programs as pre- 
pared or supervised by the Canadian 
Radio Commission. The same order 
of priority could hold for regional 
and local station broadcasts, the 
association has recommended. 

The government has also been ap- 
prised of the fact that the regulation 
prohibiting any statement of the 
price of a product over the air by a 
Canadian sponsor is a serious handi- 
cap to radio advertisers in Canada, 
particularly when the mention of 
price is permitted over United States 
stations. 

The problem of spot announce- 


ments will also be studied by the 
government, the members of the asso- 
ciation believing that radio time con- 
sisting of 100 per cent advertising 
should not be sandwiched betweer 
sponsored programs which not only 
have been produced at expense but 
are restricted in advertising time to 
three minutes for a one-hour con- 
tinuity, two minutes for a half-hour 
program, and one-minute for a 15- 
minute commercial. 


Swanson to Ashenhurst 


Fred W. Swanson, formerly with 
Ahrens Publishing Company, Chi 
cago, has been appointed sales man- 
ager of the Ashenhurst Corporation, 
Chicago, maker of the Ashenhurst 
automatic electric door opener. 


FDIC Reveals 
Ad Rules for 
Insured Banks 


Washington, D. C., Oct. 29. — The 
Federal Deposit Insurance Corpora- 
tion is now sending to all insured 
banks, mandatory regulations govern- 
ing mention of a bank’s insured 
status, in its advertising. 

The regulations, developed in co- 
operation with a committee of the 
Financial Advertisers Association, 
as stated in ADVERTISING AGE several 
weeks ago, require that banks display 


a brass sign over all windows where 


money is received for deposit, bear- 
ing the phrase, “Member of the Fed- 
eral Deposit Insurance Corporation.” 

This phrase or certain variations, 
must be used on all stationery, in 
street car and poster advertising, in 
pamphlets and circular letters, leaf- 
lets and calendars, novelty and spe- 
cialty advertisements, display adver- 
tisements, advertisements in motion 
picture theaters, and radio advertis- 
ing. Approved short forms are per- 
missible, such as “Member of FDIC.” 


Retains Mitchell-F aust 


Dean Milk Company, Chicago and 
Rockford, Ill., has appointed Mitchell- 
Faust Advertising Company, Chicago, 
for advertising of Dean’s Vitamin D 
evaporated milk. 
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HUDSON'S COPY 
HAILS AUTO AS 
“STYLE LEADER” 


Detroit, Mich., Oct. 30.—Following 
its aggressive pre-announcement ad- 
vertising campaign, Hudson Motor 
Car Company is now using large 
space copy in newspapers for the 
1936 Hudson, which is heralded as 
“The New Leader of the Style 
Parade.” 

Copy is now being used in ap- 
proximately 100 distributor cities, the 
total list, and the schedule will be 
expanded as rapidly as distribution 
of the new models warrants. Within 
a short time, it is expected, the en- 
tire list of dealer newspapers will be 
covered, a total of more than 2,000 
dailies and weeklies. 

Coincident with this newspaper 
campaign, four-color bleed center 
spreads in Collier's, Literary Digest, 
Saturday Evening Post, and Time ap- 
peared during the last two weeks. 
The magazine program will continue 
with bleed pages and spreads in these 
and other magazines of national 
circulation. Outdoor poster show- 
ings are being made in major metro- 
politan areas. 

In developing the program, the 
Hudson advertising department and 
Brooke, Smith & French, Inc., agency 
in charge, decided to place emphasis 
first upon the striking and pleasing 
appearance of the new cars them- 
selves; second, upon their major me- 
chanical advancements; and third, 
upon the underlying characteristics 
of Hudson quality, construction, per- 
formance and economy. 


Recordings Furnished 


For the first magazine advertise- 
ments, which were produced and 
shipped before the cars were avail- 
able for photographing, a_ special 
style of full-color illustration was 
used. 

To direct attention to the prin- 
cipal mechanical improvements of 
the new cars, the phrase, “5 Things 
You Never Saw Before,” was coined 
and occupies prominent space in the 
advertising. This phrase is being 
used not only in announcing adver- 
tising, but in invitations, literature 
and showroom displays as well. 

A series of one-minute recorded an- 
nouncements made personally by Sir 
Malcolm Campbell, in which he di- 
rects attention to the outstanding 
features of the new Hudsons, will be 
available to distributors and dealers 
for radio use. 

Opening with a motor roar sound 
effect and a very brief introduction 
by an announcer, each of these re- 
cordings brings a statement from Sir 
Malcolm, followed by another brief 
closing announcement. Enough time 
is provided for local tie-in, giving 
the name and address of the nearest 
Hudson dealer. 


100 Sales Helps Available 


More than 100 sales helps have 
been made available to Hudson deal- 
ers and salesmen, including full-color 
catalogs, catalog savers, complete 
mechanical information, booklets and 
rotogravure pieces for showroom and 
auto show distribution, an entirely 
new retail sales presentation, show- 
room posters, window displays, wall 
cards, invitations to owners and the 
general public, etc. 

In connection with the introduc- 
tory showing, special blanks are fur- 
nished, to be filled out by people who 
have inspected the new cars. These 
blanks, which are forwarded to the 
factory by the distributor or dealer, 
request comment on the major fea- 
tures of the cars and ask which fea- 
tures were most interesting. 

Preceding the actual announce. 
ments a series of small teaser-type 
advertisements appeared in metro- 
politan papers, based on statements 
regarding the new Hudsons made by 
Sir Malcolm Campbell, who visited 
the Detroit factory immediately after 
completing his record-breaking speed 
tests in Utah. 


Issues Type Manual 


Prentice-Hall, Inc., New York, has 
just published “A Manual of Adver- 
tising Typography,” written and 
illustrated by Thomas B. Stanley, 
associate professor of marketing at 
New York University. A combina- 
tion source book and work book for 
students, the volume contains speci- 
mens of type faces, layout sugges- 
tions, a bibliography helpful to stu- 
dents, and pages for notes and solu- 
tions of assigned problems. 


Hazard Appointed 


Paragon Paint & Varnish Corpora- 
tion, Long Island City, N. Y., has 
appointed Hazard Advertising Cor- 
poration, New York, as advertising 
and merchandising counsel. Newspa- 
pers, business papers, outdoor posters 
and direct mail will be used. 


FARM JOURNAL 
SUCCESSFUL FARMING 


*CAPPER’S FARMER 


Farm Products 


Investigation 


Pushed Forward 


Washington, D. C., Oct. 31.—Pro- 
ceeding with its investigation of agri- 
cultural income under authority of 
Congress, the Federal Trade Com- 
mission is now mailing a question- 
naire to “primary” manufacturers 
and processors of certain farm prod- 
ucts. It relates to cattle, hogs, cot- 
ton, tobacco, wheat, milk, eggs and 
potatoes. 

The FTC seeks to determine the 
amount of purchases of each of these 
primary products and the sales of the 


's 4 


principal products manufactured or 
processed from each, together with 
balance sheets and income statements 
for recent years. 

Under the broad language of the 
congressional resolution requesting 
the survey, all factors entering into 
the marketing and selling of farm 
products may be investigated. The 
Commission is directed to investigate 
and report on the extent to which 
“cooperative agencies” have entered 
into the processing and marketing 
of principal farm products and the 
effect of such cooperative agencies on 
the producers and consumer. 


Ford, Browne to Move 

Ford, Browne & Mathews, Chicago, 
moved to new quarters on the fourth 
floor at 100 E. Ohio St., Nov. 1. 


en, Ts 


NT SELL THE 


SOUTHERN AGRICULTURIST 
PRAIRIE FARMER 


WALLACES’ FARMER & 


PROGRESSIVE FARMER & 


SOUTHERN RURALIST 


IOWA HOMESTEAD 


Root, Rutherford 
Go to “News-Week” 


Donald S. Root has been made pro- 
motion manager of News-Week. Re- 
cently a free lance in advertising 
promotion, he formerly held similar 
positions with McCall's Magazine and 
other McCall publications. 

John R. Rutherford, formerly West- 
ern advertising manager of Pictorial 
Review and also with Butterick Pub- 
lishing Company and Conde Nast, 
has joined the Eastern sales staff of 
News-Week. 


Zamphir Aids Clark 


Peter Zamphir, formerly with the 
Consolidated Gas Company of New 
York, has joined the promotion de- 
partment of True Story as assistant 
to Harold F. Clark, promotion man- 
ager. 


HOARD'S DAIRYMAN : 
WISCONSIN AGRICULTURIST && 


FARMER 
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C & B PROMOTE 
NEW SOUP LINE 


New York, Oct. 31.—After several 


months devoted to obtaining distribu- 


tion, Crosse & Blackwell Company 


has placed a new line of soups in 


stores throughout the country and in 
certain sections has given it a small 
amount of advertising. 

No extensive advertising campaign 


on the line is planned at present, it 
is learned. Most of Crosse & Black- 
well’s advertising is conducted sec- 


tionally. 


However, throughout the country 


housewives are now finding one more 
national brand on the retail soup 
shelves, vying with those which are 
nationally advertised. Results to 
date are very gratifying according to 
Crosse & Blackwell. 

Greatest consumer attention has 
been focused on the soup line in 
Washington, D. C., where Crosse & 
Blackwell for the past several weeks 
have conducted a letter-writing con- 
test, dealing with the merits of their 
foods, as reported in ADVERTISING AGE 
of Oct, 14. Prizes include a Packard 
motor car, Philco radio, and a fur 
coat. The new soups are listed in 
the contest copy. 

The Washington promotion has 
been extremely successful. An execu- 


tive states that the contest in less 
than four weeks has developed a busi- 


ness normally acquired only over a 
period of several months. The event 
closes Nov. 2. 


14 Soups in Line 


There are 14 soups in the new line. 
The nine creams are asparagus, cel- 
ery, mushroom, onion, oyster, shrimp, 
spinach, tomato and pea. The other 
five are clam chowder, vegetable, 
chicken noodle, beef broth and plain 
tomato. The parent company in Eng- 
land offers 25 soups. The oyster and 
shrimp cream soups are being packed 
here for export, because the raw ma- 
terials are too limited abroad to 
make production of these two items 
worth while there. 

Crosse & Blackwell are selling the 
soups direct to retailers, rather than 
through jobbers. The effect of the 


new line and a number of others 
added this year, including hors 
d’ouevres pates for sandwiches and 
appetizers, has been to increase the 
sales staff from 54 a year ago to 120 
now. The company entered the 
American market in 1927, when it 
started immediately to produce 
nearly all the items included in the 
parent line abroad. 


Wright Gets Ginger Ale 


Schwartz Ginger Ale Company, 
Inc., San Francisco, has appointed 
Frank Wright & Associates, San 
Francisco, for advertising of 
Schwartz ginger ale and Lem-Lur 
Lithiated Mixer. The initial cam- 


paign will use radio, street car cards 
and newspapers in the metropolitan 
San Francisco area. 


E 


PRESIDENT: 


“Farmers have money this year; why aren’t 


we getting more business in farm areas?” 


SALES MANAGER: 


“Well, that’s easy to answer—we are not ad- 


U 


"RE NOT GETTING 
THE BUSINESS! 


Dealers selling to farmers know that brands ad- 


vertised in farm papers have preference in their 
stores. 


The farm paper is the business paper and 


home magazine of the farm. It is read as an 


vertising in farm papers to reach farm homes.”’ 


* * 


Rerau SALES in farm areas are up 


20% over last year. Department store sales in 


leading cities are up only 5%. 


Advertisers using farm 


harvest. They are getting dealer cooperation— 


window displays—dealer local advertising. 


SHE FARMER-STOCKMAN 
ST & | RHE OHIO FARMER 


BPENNSYLVANIA FARMER 


essential to earning and living. 


Let these farm papers take your advertising 


* into farm homes—then farm families will take 


your goods home from town. 


Personal interviews at 3900 farm homes 


found twelve different general magazines being 


received in only 7.4% of the homes. It took 


papers are reaping this 


MICHIGAN FARMER 


INDIANA FARMER’S. GUIDE 
PACIFIC NORTHWEST FARM TRIO” 


MISSOURI RURALIST 


seven different women’s magazines to reach 21% 
of the farm women interviewed while 89.3% of 


these homes were receiving one or more farm papers. 


KANSAS FARMER (Mail & Breeze) 


CALIFORNIA CULTIVATOR 
‘MONTANA FARMER 


UTAH FARMER 


GILBERT TOY 
FIRM TO OPEN 
BIG CAMPAIGN 


New Haven, Conn., Oct, 31.—Using 
space in 272 newspapers and a large 
group of magazines. The A. C. Gil- 
bert Company, toymaker, has sched- 
uled a nation-wide advertising cam- 
paign which nearly approaches the 
company’s boom-time peak in adver- 
tising effort. 

The Gilbert campaign will promote 
Erector construction sets, chemistry 
outfits and the new Opto-Kit for mak- 
ing microscopes and many other op- 
tical instruments. 

Half pages in color are scheduled 
for early December release in both 
the Comic Weekly and comic sections 
of papers in the Metropolitan Weekly 
group, with smaller black and white 
space in 244 newspapers in every 
state. In all, more than 35,000,000 
Gilbert advertising messages will go 
to the boys of America this year. 

Full page four-color copy is being 
carried in American Boy, Boy’s Life, 
and Famous Funnies. Full pages in 
two colors are scheduled in Modern 
Mechanix & Inventions, Open Road 
for Boys, Popular Mechanics and 
Popular Science Monthly. Black and 
white space will also be used in Cur- 
rent Events and Mickey Mouse 
Magazine. 

In addition to the separate cam- 
paigns on Erector and the chemistry 
sets, the entire list of magazines will 
carry smaller black and white copy 
on Opto Kit, which is developing into 
a highly popular item in the Gilbert 
toy line. 


Has Boys’ Publication 


Backing up the newspaper and 
magazine campaign, Gilbert has 
started publication of a new boys’ 
publication, “Gilbert Thrills,” in 
which the complete Gilbert catalog 
is incorporated. It contains a num- 
ber of articles of general interest to 
boys as well as suggestions on the 
use of Gilbert toys. It will be mailed 
to all boys who send in coupon re- 
quests. 

Some of the national advertising 
breaks in late October and early No- 
vember, but the campaign is sched- 
uled to reach its peak in December 
issues, to reach Christmas prospects. 

Newspaper mats for local tie-up ad- 
vertising are being furnished free to 
dealers. Other dealer helps provided 
without charge include a four-page 
over-the-counter folder in two colors 
covering the entire Gilbert toy line, 
window and counter display material. 

To promote the Gilbert line of elec- 
tric appliances, notably the Gilbert 
Kitchen Kit, the company is using 
spot radio programs in various cent- 
ers, and some direct mail and dealer 
helps. Mail matter includes a book- 
let, descriptive folder and _ recipe 
book. 

E. B. Carr is Gilbert’s advertising 
director. 


Jay Gould Is Named 
Frankfort Vice-President 


Jay Gould has resigned the presi- 
dency of Best Foods, Inc., to join 
Frankfort Distilleries, Inc., Louis- 
ville, as vice-president. He will have 
charge of the central division for 
Frankfort, with headquarters in Chi- 
cago. 

Mr. Gould joined the old Nucoa 
Butter Company in 1922 as assistant 
sales manager, subsequently becom- 
ing sales manager and general sales 
manager. He was made president of 
The Best Foods, Inc., when that or- 
ganization, an outgrowth of the 
Nucoa company, was purchased by 
the Gold Dust Corporation, which 
subsequently pooled its mayonnaise 
interests with those of General Foods 
Corporation. 


Joins Jam Handy 


Beverley Barnett, formerly feature 
story writer at Hollywood for Asso- 
ciated Press, and more _ recently 
synopsis writer for Warner Brothers, 
has joined Jam Handy Picture Serv- 
ice, Detroit, as a member of the edi- 
torial staff. , 
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Predict Growth 
In Promotion of 


Autos for Gifts 


Detroit, Mich., Oct. $1.—Indication 
that the automobile industry, intro- 
ducing new models at this time of 
the year for the first time in its his- 
tory, would make a definite drive for 
Christmas gift business was seen in 
comments of W. E. Holler, vice presi- 
dent and general sales manager of 
Chevrolet Motor Company, on the sig- 
nificance of Michigan's making avail- 
able 1936 license plates on Nov. 1. 


Mr. Holler wrote to Gov, Frank D. 
Fitzgerald, thanking the governor 
for the part he played in bringing 
about the change of procedure. 

“It would be hard to overestimate 
the importance of this step,” Mr. Hol- 
ler said later. “Not only from the 
standpoint of the automobile indus- 
try, but from that of the public it- 
self, it means a great deal. The fact 
that next year’s license can be bought 
right now will result in thousands of 
sales to persons who would other- 
wise wait till Jan. 1 to buy new cars. 

“For the first time, we shall be 
able to make the most of the opportu- 
nity to sell automobiles as Christmas 


gifts. This action on the part of the 


state removes the last remaining ob- 
jection to this idea.” 


No single company has indicated 
that it would make a definite drive 
for Christmas gift business, but it 
has been felt throughout automotive 
circles in Detroit that December 
would see both newspaper and maga- 
zine advertising from many of the 
companies built definitely around the 
Christmas gift idea. 


Reports have filtered in here from 
New York that large stores there are 
eyeing with apprehension the early 
introduction of the 1936 models, in 
the belief that the purchases of auto- 
mobiles for family gifts might ma- 
terially cut into their normal peak 
volume in December. 


Insurance Men Will 
Discuss Advertising 


Plans for a meeting of the Insur- 
ance Advertising Council Dec. 3 at 
the Waldorf-Astoria, New York, were 
completed in an executive committee 
meeting at Hotel New Yorker. 


Five subjects of discussion will be 
“Advertising Agencies and Their Re- 
lation to the Company,” “Direct Mail 
Advertising,” “Trade Paper Advertis- 
ing,” “National Advertising and Its 
Value,” and “What Properly Consti- 
tutes Advertising.”” David C. Gibson, 
Maryland Casualty Company, is 
chairman of the December program 
committee. 


‘Cosmopolitan’ 
To Offer New 
Book Feature 


New York, Oct. 31.—An editorial 
innovation, a condensed magazine 
version, complete in one issue, of an 
outstanding non-fiction book, will 
make its first appearance in the Jan- 
uary issue of Cosmopolitan, it was 
announced here. 

The first condensed version will be 
of Negley Farson’s adventure-biog- 
raphy, “The Way of the Transgres- 
sor,” later to be published in book 
form by Harcourt Brace & Co. 

The new feature will supplement 
the book-length novel, a standard of- 
fering of Cosmopolitan. 


S-A Makes New Shoe Line 


Stacy-Adams Shoe Company, 
Brockton, Mass., is marketing a new 
line of men’s shoes to retail at $8.50 
to $9.50, trademarked “Reynolds 
Shoe by Stacy-Adams.” The firm’s 
custom built line, retailing from 
$12.50 up, will be continued. 


Touff Organizes Firm 


Max S. Touff has organized the A}! 
American Circular Distributing Com- 
pany at 811 W. Van Buren St., Chi- 
cago. 


IN THE 8 


IS NEW WAY TO BU 
"SPACE GETS 18% BETTER COVERAGE 
ARM STATES... AT 
E COST PER 


FARM ! 
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About face 


Y FARM PAPER 


IN FARM-PAPER SCHEDULING! 


NEBRASKA 


Do You Sell Any of These Items? 
HERE’S YOUR OPPORTUNITY 


ob! 
New automobile sales to farms in 
these 8 states show 100% bigger rate 


of gain than they do in the 40 other 


states; and they own 28% of all farm 
cars. 
Gasoline—Oil 
See above—what a market! 
and ies 


Biggest of all replacement business is 
found on the farm. Money to spend now 
to put old cars in good shape. 

itoves—W: ng Machines 

5 years of neglected home purchases to 
make up—and plenty of money now! Sell 
the farm homes with the most money for 
the most profitable sales. 

Packaged Foods 

Larger families—money to spend for 
quality foods. Farm women buy on qual- 
ity too and these magazines are read as 
much by women as by men. 

Drugs and Cosmetics 

Farm women are just as beauty-con- 
scious as city women; and farm life calls 
for bigger medicine chests. Sell them! 


the section wh 


the national farm 
it costs me only 


Says Space Buyer 


BETTER RESULTS BY SELLING FIRST TO FARMERS IN 
THE 8 STATES WHO ARE SHARING 1/3 OF THE 
TOTAL FARM INCOME 


“TT's just sound common sense to start your farm paper advertising in 
ere farm income is greatest. Then spread the balance 
of your appropriation over the other territories where spendable cash 
isn’t so big. That’s what I’m doing. By taking the Midwest Farm 
Paper Group I’m getting 76% coverage of farm homes in the eight mid- 
western states that have 3314 per cent of the national farm income to 
spend. That’s 18% more coverage than I could get in this area using all 
pers put together—and = i 
f as much per farm. 
“What’s more, I’ve found that 90% of 
dealers in this territory vote for the Midwest 
Farm Papers as the best result-getters for 
them. That’s the strongest argument I know 
—those dealers sure know what the farmers 


eal 


INTERNATIONAL OFFERS PREMIUMS WITH SALT 
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A balanced butcher knife and a bell scraper are being offered farm- 
ers by International Salt Company, Scranton, Pa., in connection with 
its ten-pound tin of Sterling Sugar Curing Smoke Salt. A brightly 
colored tag, hanging from the can, calls attention to the premium. 


Feen-a-mint to 
Stage Contest 
For Announcers 


New York, Oct. 30.—Perhaps if the 
public elects its radio announcers, it 
will be more likely to listen and less 
likely to malign the humble man 
who handles the commercials in a 
broadcast. At any rate, Health Prod- 
ucts Corporation is setting out to de- 
termine if this is true. 

For four weeks, the Feen-a-mint 
“National Amateur Night” broadcast 
over the Columbia network each Sun- 
day at 6 to 6:30 p. m. EST will fea- 
ture an “amateur announcer” contest 
in which listeners may name the an- 
nouncer of their choice. 

This is said to be the first time that 
amateur announcers have been given 
such an opportunity to win a per- 
manent and professional announcing 
assignment. Each week aspiring an- 
nouncers will be auditioned and from 
the week’s group will be selected two 
who will announce the following pro- 
gram. 

Whoever wins in the fan vote will 
become the permanent announcer for 
National Amateur Night. The con- 
test in no way changes the plan of 
presenting amateurs in other fields 
during this Ray Perkins’ conducted 
period. 


Extends Crayon Program; 
Appoints Ford, Browne 


Extending its advertising program 
to include consumer space, American 
Crayon Company, Sandusky, O., 
maker of water colors, crayon, and 
chalk, has appointed Ford, Browne & 
Mathews, Chicago, to handle a comic 
paper campaign which will start dur- 
ing the first part of January, 1936. 

A test campaign, embodying a con- 
test for children will be run in the 
Chicago Tribune comic section. De- 
pendent on results of this drive, a na- 
tional comic paper campaign is 
planned. The test campaign is being 
tied in with jobber-dealer merchan- 
dising effort, conducted to open sev- 
eral new types of sales outlets for 
Crayonex and Prang water colors. 


Appoints Rankin 
The American Coating Mills, New 
York, Elkhart and Chicago, have ap- 
pointed the Wm. H. Rankin Com- 
pany, New York. Present plans call 
for trade paper and direct mail ad- 
vertising, 


FCC Holds Hearing 


on Remedy Broadcasts 

Representatives of three stations, 
KNX, Los Angeles, KFRC, San Fran- 
cisco, and WTMJ, Milwaukee, ap- 
peared before the broadcast division 
of the Federal Communications Com- 
mission at Washington Oct, 28 
on citations involving certain pro- 
grams advertising  proprietaries. 
All three stations, it was said, 
had broadcast a program  adver- 
tising an anti-fat remedy, along with 
certain other preparations. Nearly a 
dozen experts from the Food and 
Drug Administration were called 
upon by the FCC to give expert testi- 
mony about the anti-fat product ad- 
vertised. All condemned it. 

The issue as given, is whether by 
accepting these programs, the sta- 
tions failed to meet the statutory re- 
quirement of serving the public in- 
terest, and as a consequence should 
be refused renewal of their station 
licenses. The station counsel were 
allowed until Dec. 15 to file briefs. 
The FCC will then render its ruling. 
The three stations were cited along 
with 18 others last spring for broad- 
easting the reducing remedy pro- 
grams. The others, however, were 
dropped from the dockets, because, 
according to the FCC, they ceased 
broadcasting the program and had 
no other charges pending against 
them. 


Typographers Meet 
on Bermuda Steamer 


Advertising Typographers of 
America held their ninth annual con- 
vention Oct, 12-13, aboard the Mon- 
arch of Bermuda, en route to Ber- 
muda. 

Kurt H. Volk, New York, was 
elected president for the ensuing 
year. Other officers elected were: 
E. G. Johnson, Chicago, first vice- 
president; George Willens, Detroit, 
second vice-president; J. A. Skelly, 
Cleveland, third vice-president; P. J. 
Frost, New York, treasurer; Albert 
Abrahams, New York, executive sec- 
retary. 


Ahrens Restyles 


Restaurant Magazine 


Following a survey by 19 field cir- 
culation salesmen and criticisms of 
50 restaurant executives comprising 
an editorial advisory staff, Restau- 
rant Management, published by the 
Ahrens Publishing Company, New 
York, has been restyled and the sub- 
head, “The Pictorial Magazine of A 
Thousand Profit Making Ideas,” has 
been added to the title. 

The magazine will be 75 per cent 
photographic, with some ten short 
ideas to a page, 428 to an issue. 


KETTERLI 


read and what influences them. The results 
are showing that they’re right and I’m right. 
Take a tip from me on ‘pepping up’ farm 
sales—call the Midwest Farm Paper man 
and have him bring up his book. I'll tell 
you, it’s an eye-opener.” 


MIDWEST FARM PAPER UNIT 


: 1 Homestead Prairie Farmer The Farmer 
“Fr einai y Si tosenatn Agriculturist & Farmer 


, a 6 N. MICHIGAN AVENUE, CHICAGO 
yy ey 1548 Russ Bidg. 


» 
NEBRASAA FARMER 


: * 


ase: 


3-258 General Motors Bidg. 
Detroit 


San Francisco 


Sales-producing Booklets, Folders, 
Inserts, Calendars, Window 
Displays, Counter Cards, and 


Complete Direct Mail Campaigns. 


Have our representative call. 
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CHRYSLER ADS 


Pfeiffer Elects Richeson 


Harold Richeson, formerly presi- 
dent and general manager of Canada 
Dry Ginger Ale, Ltd., in Toronto, 
Montreal and Edmonton, Can., and 
subsequently general sales manager 


FEATURED BY of the parent company, has been 

elected vice-president in charge of 

LUXURY THEME sales of Pfeiffer Brewing Company, 
Detroit. 


Detroit, Mich, Oct. 31--The Start “Beer & Bar” 
phrase, “Accent on Luxury,” will be} The first issue of a new publica- 
stressed in an aggressive announce-|tion, Beer and Bar, edited for the 
ment campaign for the new Chrysler| Michigan liquor trade, will make its 
1936 line, which will make its initial | 2PPearance Dec. 10. The publication, 


a monthly, will be published at 2601 
aie Shaw Pach ng Yorn Aue Barlum Tower, Detroit. Paul Masser- 


man is president of the publishing 
With an eye to the constantly in-| .ompany, Eldon Baker is treasurer, 
creasing numbers of people who are 


and John D. McEwen is secretary. 
beginning to buy again in the me- 


NASH CAMPAIGN 
WILL FEATURE 
NAME CONTEST 


Chicago, Oct. 31—A $10,000 cash 
prize contest, designed to secure the 
best name for a new type engine 
used in the new Nash De Luxe “400” 
will be featured in announcement ad- 
vertising of Nash Motors Company 
for its new line. 

Advertisements will appear in na- 
tional magazines and some 1,450 


newspapers throughout the country 
during November and December. 
The American Weekly, Collier’s, Lib- 
erty, Saturday Evening Post, and 
Time are among the magazines to be 
used, the Chicago office of J. Walter 
Thompson Company, the agency in 
charge, said. 


“Loafing at ‘70’” 


“What name would describe a mar- 
yelous new kind of motor—based on 
an entirely new engineering discov- 
ery—a motor so simplified that it 
has 509 fewer parts . . . so powerful 
that it’s loafing at ‘70’... so eco- 
nomical that it permits former small- 
car owners to change to a big, 
luxurious car and save gas and oil 
money in the bargain?” copy will ask. 


The advertising then points out 
that every one will be eligible to 
enter the contest, that there is noth- 
ing to buy and that 620 cash prizes 
totaling $10,000 will be awarded for 
names of the greatest advertising 
value. 


Entry Blanks At Dealers 


First prize is $2,500, second prize 
$1,000, and third prize, $500, with the 
remainder of the prize money di- 
vided into 617 other awards. 

Entry blanks will be made avail- 
able at Nash-LaFayette dealer sales 
rooms or at the Nash-LaFayette dis- 
play at automobile shows. The Nash 
De Luxe “400” will make its initial 
appearance at the New York Auto- 
mobile Show. 


dium and better price brackets, 
Chrysler Corporation will emphasize 
through the year, as in the coming 
announcement advertising, the many 
advantages inherent in paying a 


“Priced to please practical folks,” 
is the thought which will follow the 


“accent on luxury” theme of the 
campaign. Opening advertisements 
will declare that there is “no reason 
now to buy any car at any price 
without looking at Chrysler.” 

Seven hundred newspapers will be 
used to announce the 1936 models 
this week-end. This announcement 
list is supplemented with extensive 
advertising in magazines. Many 
double spreads will be in evidence. 
The advertising was prepared by 
Lee Anderson Advertising Company, 
agency in charge of the Chrysler 
account. 


® REPLY REFER TO: 


Plan Larger Schedules 


In line with increasing demand for 
better-grade cars, it was said that 
the newspaper list will be expanded 
in the very near future, so that 
about 300 new towns will have been 
added to the list which was used 
last year. 

In addition, the magazine list will 
undergo expansion. New weeklies 
will be added, and Chrysler copy 
will be seen in women’s magazines, 
monthlies and class magazines in 
which it has not appeared for sev- 
eral seasons. 

Some outdoor advertising will 
back up this program, and radio may 
be used later. 

Developing the idea that Chrysler 
offers custom car luxury at a “prac- 
tical price,” copy declares that this 
year’s models are “not only the best 
performing, most economical, and 
safest, but also the most luxurious 
Chrysler cars in history . » ms 
price range that will interest lit- 
erally millions.” 

Four entirely new models com- 
prise the 1936 line. 


Mr. O. S. Wespe 


Louisville, Kentucky. 


Dear Mr, Wespe: 


telling you about it. 


GGM:BE 
To Feature “Scrappy” 

Columbia Pictures Corporation, 
New York, has organized a special 
advertising, publicity and exploita- 
tion department to develop more co- 
operation between theaters showing 


THE FEDERAL LAND BANK OF LOUISVILLE 
FARM CREDIT ADMINISTRATION — FOURTH DISTRICT 
Ono Iwona Kewtucny Tennessee 


LOUISVILLE, KENTUCKY 


August 28, 1935. 


Classified Advertising Manager, 
Courier-Journal & Louisville Times, 


We have just completed a check up of classified ad- 
vertising we have been using in your paper and find the re- 
sults have been so gratifying that we just cannot help from 
Since January 1, 1935 we have advertised 
approximately 30 different farms in your papers and all of them 
except two have been sold. 


Undoubtedly the facts as related above are ample evi- 
dence of the interest that is being manifested by farmers and 
investors at the present time in the purchase of farm lands. 
While the majority of our farms have been sold to farmers, there 
is at the present time a much keener interest on the part of the 
investors than has been shown in the past. 


The very fact that we have been able to sell over two 
million dollars worth of farms since the first of this year is 
some indication as to the value of classified advertising. We 
use no other form of advertising at the present and our ‘classi- 
fied expenditures out of our new budget will accdunt for ap= 
proximately 90% of same. 


Very truly yours, 
REAL ESTATE = SALES DIVISION 


$n Aer 


G. G. MoNeill, Assistant Manager. 
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“Scrappy” films and retailers hand- 
ling “Scrappy” merchandise, 


M. M. 
P.M. 


In planning the Window Dis- 


play, it pays to be ‘Mer- 
Chent-Minded" rather than 


Price-Minded. FACTS TALKI 


{en \ 
omy 


y/ 


FREEMAN COM x 


Starr and Borden Avenues 
e Long Island City, N. Y. 


little more for a Chrysler, and ob- 
taining much more in the way of 
quality. 


SOLD! 


Here is evidence of both interest in 
buying and ability to buy. The bank 
reports that although most of the pur- 
chasers were farmers, there was a 
greater interest shown by investors 
than in the past. 


This is also evidence of the wide and 
effective coverage of The Courier- 
Journal and The Louisville Times. These 
papers are read from one end of the 
State to the other and throughout 
Southern Indiana. 


* 


You probably have no farms to sell, but whatever your product may be it 
can be sold profitably in Kentuckiana, the market of The Courier-Journal 
and The Louisville Times, if advertised in the one medium which gives com- 
plete and effective coverage of this territory:— 


The Courier -Zournal 
THE LOUISVILLE TIMES 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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NEW POTATO BRANDING LAW IN MAINE 


oS ‘ ” 7 — ~ eae 
—— ee 


iia ites and Valeska Ward, 


the new type packages which are 
bags under the new 


“Maine Potato Queen," exhibit 
used to ship potatoes in 15-pound 
Maine branding law. 


First Contest 
Placed Behind 


Octagon Soap 


Newark, N. J., Oct. 30.—In the 
first contest ever held on Octagon 
laundry soap, Colgate-Palmolive- 
Peet Company is offering $19,500 to 
consumers, dealers and clerks. 

Millions of eight-page circulars in 
colors, have been distributed by 
messengers throughout the Octagon 
sales areas. They describe the con- 
test and numerous free gifts that 
may be obtained for Octagon cou- 
pons. The free gifts supplemented 
the promotion campaign. 

The contest, which ends Dec. 1, 
is based on best letters on the 
theme, “I like Octagon laundry soap 
because — —.” A total of $13,000 will 
be awarded consumers. 

Each letter must be accompanied 
by five wrappers from Octagon laun- 
dry soap, pure white soap chips, 
cleanser, soap powder, or toilet soap. 


The contestant must also give the 
name of the dealer and the clerk 
from whom the soap was bought. 
Dealers and clerks will be given a 
total of $6,500. 


H. D. Crippen, Bon Ami 
President, Passes Away 


Henry Durell Crippen, former 
president of The Bon Ami Company, 
died at the Nyack Hospital, Nyack. 
N. Y., Oct. 25, after an illness of four 
months. Starting as a newspaper 
reporter, he joined his father in 
banking and later entered the employ 
of the United Profit Sharing Cor- 
poration. In 1916 he was elected 
vice-president and sales manager of 
yates Rubber Company, Denver, and 
in 1921 became general manager of 
The Bon Ami Company. He was 
president of Bon Ami from 1932 until 
last September, when ill health 
caused his resignation. 


Mr. Crippen was president of the 
Associated Grocery Manufacturers of 
America in 1927 and 1928, and was 
treasurer continuously since 1929. 
He was a member of the Whitehall, 
Advertising and Columbia Yacht 


Clubs, 


per 


The News has sold itself to just about everybody in Indianapolis 
who reads a newspaper and is financially able to buy your mer- 


chandise. Six days a week, it 


blankets its home county to an 


extent equaled by few other newspapers in the country. 


But unlike many newspapers, The 


News distribution doesn't stop at 


the county line. Its 100 motor route carriers travel more than 5,000 


miles daily to deliver The News 


rural sections throughout the 70-mile Radius. 


to the key families in towns and 
These families are 


able to buy and ready to buy. Your advertising in the newspaper 
that they read and respond to HABITUALLY makes the most of the 
big opportunity that this far-reaching market affords. 


THE INDIANAPOLIS 


S 


Sells tHE INDIANAPOLIS RADIUS 


New York: Den A. Correll, 110 £. 424 St Chicego: J. E. Lutz, 180 N. Mich. Ave. 


NEWSPAPER ADVERTISING IS POINT-OF-SHOPPING ADVERTISING 


ADMINISTRATIVE 


COST IMPORTANT 
PART OF CONTEST 


May Reach $15,000 If Card 
Index Is Necessary 


Chicago, Nov. 1.—While the value 
of contests is beyond dispute, ex. 
perts agree that most contests would 
be more effective if the advertiser 
exercised the same planning which 
characterizes other phases of his 
promotion. The contest idea is 
usually born overnight and put into 
execution in a blaze of enthusiasm 
which is sometimes dampened by 
later events. 

One specialist in contests says 
that the fact most overlooked is that 
it takes money to administer a von 
test. The advertiser is apt to stage 
a contest believing that the only ex- 
pense, beyond space costs, is that 
of prizes. Administration costs al- 
ways reach a substantial sum, the 
amount varying according to the 
type of contest and the number of 
entries. Costs reach their peak 
when the contest revolves around 
selection of a name, in which case 
each entry must be filed on a card, 
with a code number to identify the 
identity of the contestant. 

In one instance, where a name 
contest attracted about 1,000,000 en- 
tries, clerical labor and other admin- 
istration costs reached $15,000. 

Promotion of a contest should be 
planned with detailed knowledge of 
postoffice regulations. One important 
stipulation is that “in event of a tie 
for any prize offered, a prize identical 
in all respects with that tied for 
must be awarded to each tying con- 
testant.” 


Overlooked Provision 


One advertiser, who developed a 
unique prize offer, overlooked this 
provision, and when it was called 
to his attention, admitted that it 
would be impossible for him to dupli- 
cate the prize in case of a tie. The 
postoffice department, informed of 
his plight, made a concession, allow- 
ing the advertiser to add the pro- 
vision that in case of a tie, tying 
contestants would be required to 
write letters explaining the grounds 
for their selections. 

This directs attention to the fact 
that authorities at Washington, who 
once frowned on this form of pro- 
motion, have become somewhat more 
friendly toward legitimate contests 
and their sponsors. 

Local postmasters have been ad- 
vised that contests involving pur- 
chase of goods or services are in good 
standing. Such a provision formerly 
outlawed any contest. This recent 
ruling means that advertisers, if 
they wish, may require contestants 
to qualify by submitting actual labels 
from their products rather than fac- 
similes which were formerly ac- 
cepted under government regula- 
tions. 

The use of contests, heretofore 
confined to products with a low unit 
price, promises to be greatly en- 
larged by the recent discovery of ad- 
vertisers that even consumers with 
healthy purses are not insensible to 
the opportunity to win something of 
value. The manufacturer of an 
article retailing at $10 is reported 
to have garnered 100,000 replies in 
a contest, each reply representing 
one sale. 


WCKY Adds New Antenna 


Station WCKY, Cincinnati, O., is 
installing a new half wave Blaw- 
Knox vertical radiator with a uni- 
form cross section 350 feet high. It 
is estimated that the station’s power 
will be increased 80 per cent, and 
its signal strength more than 34 per 
cent. 


Criers Elect Hanchet 


Huntington Hanchet, head of Ban- 
ner Advertising Service, Providence, 
R. I., has been appointed Trumpeter 
of the Town Criers of Rhode Island, 
to succeed Horace Belcher. 


AIDS IN SELLING HIGH PRICE VICTOR UNIT 


oD 


| 
| 
| 


This illustration is being used in November and December issues of 
half a dozen class magazines in copy for the Victor Library of 
Recorded Music and the RCA Victor D-22. The campaign was 


described in detail in re October 28 issue of Advertising — 


| ae Railread 


Resolves to 
Continue Ads 


New York, Oct. 31.—The Long 
Island Railroad, which aroused a 
storm of angry protest when it filed 
a schedule for commutation rate in- 
creases recently, is definitely com- 
mitted to a plan of regular adver- 
tising, although the length of time 
the campaign will run is dependent 
upon developments in the rate case. 

Shortly after the schedule was 
filed, the railroad ran an advertise- 
ment of some 1,000 lines in the lead- 
ing New York newspapers, éexplain- 
ing its reasons for seeking higher 
passenger fares. The effect on read- 
ers, from general observation, was 
not friendliness. Officials here at 
that time said that no campaign had 
been planned. 

Since then, the company has been 
using regular insertions of about 375 
lines in New York and Long Island 
newspapers. While the advertiser 
hesitates to say that any public reac- 
tion can be noted yet, indications 
seen in some of these advertisements 
bearing reprints of news stories and 
editorials on the rate increase ap- 
pearing in Long Island papers serv- 
ing L. I. R. communities are that the 
harsh feeling is mellowing somewhat. 

“The purpose of the Long Island 
Railroad in the present series,” says 
Henry S. Louchheim, of Al Paul Lef- 
ton Company, Inc., Philadelphia, the 
Long Island agency, “is simply to 
acquaint its patrons and the people 
of the territory with the situation 
with respect to the railroad’s declin- 
ing earnings and income and its in- 
creasing basic items of expense. 

“The management feels that its 
patrons perhaps do not fully under- 
stand and appreciate the various ele- 
ments which enter into this situation 
and it is taking this means, through 
the newspapers, of giving them an 
adequate background of informa- 
tion.” 


“Hebrew” Changes Rate 

The American Hebrew, weekly, has 
changed its page size requirements 
to 7 by 10 3/16 inches and page rate 
to $150 single insertion. 


“Economist” Adds to 
Editorial Staff 


Several editors have been added to 
the staff of the Dry Goods Economist, 
New York, to effectuate its every- 
other-Tuesday publishing schedule 
The magazine now has 12 editors 
under the direction of Ernest C. 
Hastings. 

Dr. Kenneth Dameron, associate 
professor of business organization, 
Ohio State University, has been ap- 
pointed distribution editor. Samuel 
R. Kalp, formerly in charge of sales 
planning for J. C. Penney Company 
and assistant sales promotion man- 
ager, Sears Roebuck & Co. retail 
stores, has been made promotion edi- 
tor. Arthur V. Leary, formerly with 
the New York Journal of Commerce 
and executive of the Institute of 
Carpet Manufacturers of America, 
has been made house furnishings 
editor. 


Byron Moon Agency 


Increases Personnel 


James M. Farrar, for the past five 
years sales manager of Monument 
Mills, and Leslie V. Spencer, formerly 
with Frank Presbrey Company and 
advertising manager for W. & J. 
Sloane, Inc., have joined The Byron 
G. Moon Company, Inc., New York, 
as account executives. 

Gladys Winegar, recently clothing 
adviser for Illinois in a relief work 
capacity, has been made associate 
director of the textiles education bu- 
reau of the Moon company. George 
R. Horton, for several years with 
Earnshaw Knitting Company, is in 
charge of news for the agency. 


Fletcher Joins Gifford 


James G. Fletcher, formerly with 
the Boston Store, Milwaukee, has 
joined Gifford Trading Company, of 
that city, as advertising and research 


manager. 


Hamann Is Promoted 


R. G. Hamann, with the Hecker-H- 
O Company, Buffalo, for two years, 
and prior to that with the Shredded 
Wheat Company, has been appointed 
general sales manager of the Hecker- 
H-O Company. 


Names Campbell-Ewald 


Air-Way Electric Appliance Cor- 
poration, Toledo, O., has appointed 
Campbell-Ewald Company, Inc., De- 
troit, for advertising of its Air-Way 
Sanitary household vacuum cleaner. 


MASS PLAN ADVERTISING 


Direct-to-the-Home- Distribution 


ADVERTISING & SAMPLES 


Service anywhere in United States 


om ADVERTISING DISTRIBUTORS 


444 MADISON AVENUE o 


of AMERICA, Inc. 
“NEW YORK, N Y 


Offices in all Principal Cities 
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Information 
forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 836. 


Issued by the San Pedro News- 
Pilot, this brochure deals with va- 
rious aspects of the San Pedro mar- 
ket: population, buying power, num- 
ber of retail outlets, transportation, 
and coverage of the market by the 
News-Pilot. 


San Pedro, California. 


No. 837. WKY Smashes a Hit Over 
the Leftfield Fence. 


This is the story of an unscheduled 
stunt that turned defeat into victory 
for WKY. Barred from the Beau- 
mont, Tex., ball park because of a 
contract with another Oklahoma City 
station, WKY broadcast the Okla- 
homa City Indians-Beaumont Ex- 
porters games from a fortunately 
placed power line pole outside the 
leftfield fence, giving Oklahoma lis- 
teners the only play-by-play account 
of the games. 


No. 838. The Rich County House- 
hold Supplies &€ Equipment Market. 


This is a study of farm market, 
which has become increasingly fer- 
tile in the past few years. Included 
are surveys of brands, products and 
equipment farm women buy, and 
coverage of the county market by 
The Farmer's Wife. Issued by Webb 
Publishing Company. 


No. 839. WICC — Bridgeport, New 
Haven, Connecticut. 


This brochure, issued by the South- 
ern Connecticut Broadcasting Cor- 
poration, tells in concise manner the 
facts about WICC coverage. It in- 
cludes a study of the southern Con- 
necticut market, advertisers’ success 
stories and a description of the sta- 
tion’s engineering efficiency. 


No. 801. Market Facts About the 
Spokane Country and the Pacific 
Northwest. 


“Just what information would you 
like to have in a market facts 
book?” The answers to this question, 
from 177 leading sales and advertis- 
ing executives, form the basis of this 
booklet published by The Spokesman- 
Review and Spokane Chronicle, 
which covers in detail, an analysis 
of market facts about Spokane and 
the Pacific Northwest. 


No. 806. Sales Begin When Programs 
Begin. 


The importance of the daytime 
audience is shown in this analysis by 
National Broadcasting Company of 
radio’s day and night potential cir- 
culation. Designed to answer the 
question, “How many radio families 
are reachable at a given time?” the 
study shows the availability of radio 
listeners from early morning to late 
at night. Several pages are devoted 
to accomplishments of daytime 
broadcasts for some of the well- 
known advertisers. 


No. 840. Metropolitan Long Island 
Prophets and Profits. 1935 Facts 
and Figures. 


The first of these books, compiled 
for and published by the Nassau 
Daily Review in 1930, is a survey of 
present and potential business of 
Metropolitan Long Island. It con- 
tains statistics on banks, schools, 
churches, transportation, and a list 
of business concerns, and indicates 
the buying power of the population. 
Charts tell the story of coverage of 
the market by the Daily Review as 
compared with other newspapers. 
The second booklet contains 1935 fig- 
ures on the Metropolitan Long Island 
market which fulfill the prophecies 
of business and population increase 
and circulation coverage made in the 
1930 study. 


S. F. Auto Show to Go On 


Having settled its difficulties with 
the Auto Mechanics Union, the Motor 
Car Dealer Association of San Fran- 
cisco reinstated plans for its annual 
automobile show, the event opening 
on Nov. 2. Orders for show cars had 
been cancelled when the show was 
originally called off, and many of the 
models had to be sent West by ex- 
press. 


New Size for Red Heart 


John Morrell & Co., Ottumwa, Ia., 
packers, will introduce a new eight- 
ounce can of Red Heart dog and cat 
food this month. The half-size pack- 
age, it is contended, eliminates the 
possibility of left-over servings and 
simplifies daily rotation of Red 
Heart’s three flavors. 


Build Reserve, 
Luden’s Warns 
In Large Drive 


New York, Nov. 1.—The addition 
of an alkaline factor to the estab- 
lished formula of Luden’s' men- 
tholated cough drops is the main fea- 
ture of a new campaign starting in 
newspapers today in cities of 100,000 
and over. The campaign, also utiliz- 
ing national magazines and radio, is 
the largest ever put behind the prod- 
uct. 

The copy theme is said to accord 
with the opinion of a substantial 
portion of the medical profession. 


It is based on the fact that a lowered 
alkaline reserve always accompanies 
a cold, and that in the treatment of 
colds, one of the important things to 
seek, logically, is the rebuilding of 
the alkaline reserve. 

Insertions of 280 and 140 lines will 
be run weekly in 140 newspapers. 
The magazine schedule includes gen- 
eral mediums and fiction and detec- 
tive publications. On the air, Luden’s 
are using Al Goodman’s orchestra 
on an NBC-WEAF hook-up. 

J. M. Mathes, Inc., is directing the 
activity. 


Massmann to Dallas 
Paul M. Massmann, who _ took 
charge of exhibits and concessions at 
the Chicago Century of Progress Ex- 


position and the San Diego Exposi- 
tion, has been appointed to a similar 
post with the Texas Centennial Cen 
tral Exposition, Dallas, June 6. H. A. 
Bruno and Associates, New York, 
have been appointed to handle public 
relations in the East. 


Joins Eastern Agency 

Roy Quinlan, formerly with the 
Quinlan Advertising Agency, Chi- 
cago, has joined Roberts and Rei- 
mers, Inc., New York, as an account 
executive. 


Appointed for Yum 


White-Lowell Company, Inc., has 
been appointed by the Progressive 
Drug Company, New York. A cam- 
paign on Yum, headache preparation, 
is being released in newspapers. 


L/, 


HERE IS a new approach: Breskin & Charlton, already successful publishers in other fields, spent 


Wem, 


NIQUE SURVEY 


sets policies of new publication 


thousands of dollars in a unique survey to get the true picture of the shipping market. 


After months of preliminary work, 2,500 surveys were delivered by Western Union; 2,500 by 
mail; the entire 5,000 into the hands of the Shipping Department Managers of America’s leading 
manufacturers, wholesalers and retailers. The hundreds of replies received give a clear-cut picture 
of the Shipping Manager, his duties and his problems—determine beyond question the correct 


policies to govern SHIPPING MANAGEMENT. 


For those who sell materials, services or equipment for Shipping Departments, the completed 
Survey —soon off the press—will reveal new selling opportunities, new and effective ways of reach- 


ing the men who handle America’s $4,000,000,000 annual shipping bill. 


The first regular issue of SHIPPING MANAGEMENT goes into the mails in January, 1936. Advertisers 
and agencies are invited to write for a pre-publication copy (ready now), and for special charter 


advertising rates in effect now. 


: 


Advertisers SAY “OK” with CONTRACTS 


Over $50,000 worth of advertising space contracted for two months before the first 
regular issue of a new magazine! That's the record of SHIPPING MANAGEMENT as this is 
written. Surprising? Not at all! Just evidence of how quickly this new selling opportunity 
is recognized by the alert firms that serve the shipping market. What would you like 
to know about it? Write us for the facts and figures. 
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FOURTH AVENUE 


BRESKIN & CHARLTON PUBLISHING CORPORATION 


ALSO PUBLISHERS OF MODERN PACKAGING .- 


- NEW YORK CITY 


143 NEWBURY STREET, BOSTON, MASS. 


221 N. LaSALLE STREET, CHICAGO, ILL. 


PACKAGING CATALOG - MODERN PLASTICS 
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COOPERATIVE POSTING FOR ALCOHOL 


No danger from poisonous fumes 


Seven distillers of denatured alcohol will wage a cooperative outdoor 
campaign this fall and winter to capture a greater share of the anti- 
freeze market. Platt-Forbes, Inc., New York, is the agency. 


Super Pyro to 


Increase Copy 
By 36 Per Cent 


New York, Oct. 31.—U. S. Indus- 
trial Alcohol Company will utilize 
the most extensive newspaper adver- 
tising campaign in its history to pro- 
mote use of Super Pyro anti-freeze 
for automobiles this winter. 

The list includes 71 newspapers in 
principal cities of the country’s freez- 
ing zone. Schedules are being re- 
leased by United Advertising Agency, 
New York. 

This year’s total linage, repre- 
senting an increase of 36 per cent, 
will be concentrated in the brief cold 
weather selling season for Super 
Pyro automotive anti-freeze. 


The first advertisement of the|’ 


series will occupy 900 lines, aug- 
mented by a list of the authorized 
dealers where Super Pyro can be ob- 
tained. It is headed “You Can’t ‘Go 
Wrong’ with an Anti-Freeze Like 
This!” with a sub-caption making the 
point “that 2% million motorists 
used Super Pyro last year to protect 
their cars against freeze-ups and 
rust.” Super Pyro showed an in- 
crease of 300 per cent in sales last 
year, its second year on the market. 

Appearance of the consumer ad 


vertising was preceded by a high 
powered sales drive, employing spe- 
cialty salesmen, and a four-reel talk- 
ing motion picture entitled “Proven 
Profits,” and supported by a schedule 
of station display aids including 
cioth banners, bottle racks, metal 
signs, streamers, pennants and capac- 
ity charts. The number of dealers 
signed up through this campaign to 
date makes possible the assurance in 
the newspaper copy that Super Pyro 
is sold by more than 60,000 service 
stations and garages. 

One of the important claims in the 

copy—‘“Stops Rust and Corrosion”’— 
is the result of a long series of “tor- 
ture tests” in the U.S. I. laboratories, 
of eight brands of anti-freeze alco- 
hols, including Super Pyro. Copy 
declares that “Super Pyro stops rust 
and corrosion of all six of the im- 
portant metals in the cooling system 
. . not just one or two!” 
As a companion product to Super 
Pyro, the company is marketing 
U. S. I. Pyro Brand denatured alco- 
hol. Formerly known simply as Pyro, 
the name of this product was changed 
to avoid possible confusion with the 
superior, exclusive Super Pyro. 


McNeil Rejoins Insulite 


Frank J. McNeil has rejoined the 
Insulite Company, Chicago, as assist- 
ant sales manager, after an absence 
of five years. 


@ Only the power of editorial leadership can 
raise the level of reader interest. Intrigued 


readers and alert advertisers together have 
helped Mill & Factory this year set all-time 
highs in both circulation and advertising vol- 
ume. The tide’s in. You should use it. 


Advertising Offices: 
NEW YORK 
205 E. 42nd St. 

* 
CHICAGO 
333 N.MichiganAve. 


PEET FEATURES 
OWN BRANDS IN 
NEW CAMPAIGN 


New Photo Technique Used 
for Clothing 


New York, Oct. 31.—Two innova- 
tions mark the beginning of an ex- 
pansion move by Rogers Peet Com- 
pany, which has completed a new 
wholesale set-up to distribute men’s 
clothing to stores throughout the 
country, featuring the brand name. 

The first copy in a new newspaper 
campaign appeared last week in the 
New York Times’ rotogravure sec- 
tion. This campaign, directed by the 
G. Lynn Sumner Company, is de- 
signed to support the company’s 
wholesale distribution. 

For the immediate future, all copy 
of this series will appear in the 
Times, Two full pages and three in- 
sertions of 1,160 lines are scheduled 
for the next five weeks. The first 
rotogravure advertisement also ap- 
pears in Esquire. New York was 
selected for the opening of the cam- 
paign because of the five Rogers Peet 
stores operated here. Other markets 
will be entered later. 

Rogers Peet has been preparing for 
this enlargement for two years. One 
of the final steps in the program was 
the engagement of Sam Pascoe as 
sales manager several months ago. 
The firm also has obtained the serv- 
ices of Peter Stckke, a leading men’s 
apparel designer, who has given the 
line a decidedly youthful appeal in 
addition to the appeal to older men. 


Will Sell 


This expansion will make avail- 
able to exclusive dealers in all prin- 
cipal cities the same clothing sold in 
the company’s New York and Boston 
outlets. It puts the organization’s 
efforts behind its own brand name. 
Heretofore, the company, organized 
in 1874, has made clothing for sale 
in other than its own stores under 
private brand names. 

The rotogravure advertising is a 
departure from anything previously 
done in Rogers Peet sales work, and 
possibly represents a new type of 
clothing advertising. The illustration 
was a photograph of a group of club- 
men made by Fowler & Bagby, New 
York. 

For this piece of photography, the 
group of models was in motion when 
the film was exposed, but not rapid 
motion, as caught by Graflex-type 
cameras and used in some fashion 
copy. The object was to obtain a life- 
like picture, but still to keep the 
action slow enough so that the 
clothes appear without wrinkles or 
distortions, Subsequent shots will 
reveal groups at the Yale Bowl and 
the Ritz Carlton. 

Another new element in Rogers 
Peet advertising is the use of step- 
shaped copy in newspapers. The ad- 
vertisements simulate the grouping 
used by newspapers in handling sev- 
eral medium size retail pieces of copy 
of various sizes. Rogers Peet does 
not divide this copy by rules, as does 
the H. J. Heinz Company in its now 
famous campaign. 

While this expansion is going on, 
the company is continuing to use the 
small, single-column advertisements 
with cartoon illustrations which have 
appeared in New York newspapers 
daily for nearly 60 years and in the 
New York theater programs. 


Identical Brands 


To Sponsor Orchestra 


The Pittsburgh Plate Glass Com- 
pany has completed arrangements to 
sponsor a series of concerts by the 
Pittsburgh Symphony Orchestra over 
an NBC network. The series will 
begin shortly after Jan. 1. 


Chooses Wertheimer 


L. D. Wertheimer Company has 
been appointed by the Great Western 
Athletic Goods Company, Chicago. 
The account will be handled by the 
agency’s Chicago office. 
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INSTITUTIONAL APPEAL FOR WESTERN CHAIN 


G. Queilion, a 


TO HER YOUNGER NEIGHBORS 


ar 
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farmer a larger share of the food dollar 
The Safouay family al 

‘When food buyers in the agriculrural 
. diseners, skilled shi pp rt P 
"86 = home economists, and grocers al) work 
together as s team, then money 1s saved 
That is what happens under the 

method 


saving the Safrway family makes goes you 
‘The farmer gets another part of this 
saving. Eighty cents of every dollar you 


The Safemcy family is oat et fad from 
form w you with les in berween expense Te 
dower your cast of Lrvang amd still w gree the 


ont yee Sheet gant bee 
paid to the farmer. processor and 


cavdtah Wisirandat you Sateway grocer 
producer mised t0 get before the Safeway pig agpecaparhinapny ve 
ineibed wai developed store tor just one month Keep a 


Still another share of this saving 
goes, as dividends, to the men and 
women who helped set your Safeway 
grocer up m business. And make po- 
sible the payment of bigber than-average 
salaries and wage t Safeway employes. 
Lew Cook, Division Manager for Safe- 
way, Piggly Wiggly, MacMarr and 
Pay'n Takit Stores, 1000 Brannan Sx, 
San Francisco, California. 


SAFEWAY 
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Typical newspaper copy of an institutional nature being run in West 
Coast papers by Safeway Stores, Inc. 


Court Gives 
Agency a Fee 
For Its Copy 


Detroit, Oct. 31.—Simons-Michel- 
son Company, Detroit, has been 
awarded a judgment of $100 in a 
suit against the Zo-ro-lo Mfg. Com- 
pany, Ada, O., involving preparation 
of an advertising campaign. The 
award was made by an Ada court. 

The Detroit agency charged that 
some time ago the Zo-ro-lo company, 
maker of a patent medicine of the 
same name, came to the agency and 
asked for outlines of a small cam- 
paign. The campaign had been al- 
most completely prepared when 
shown to Zo-ro-lo executives, who, it 
was said, decided not to use it and 
declined to make payment for the 
work done at their order. 

Suit was brought for $200. Zo-ro- 
lo maintained that other agencies 
had submitted work to them which 
was not used and not charged for, 
but did not offer specific names in 
evidence. 

Judgment for $100 was based on 
the ability of the company to pay, it 
was said here. 


“Hotel Bulletin” 
Sold to Edwards 


Following publication of its De- 
cember issue, title to Hotel Bulletin, 
Chicago trade publication, will pass 
to Vincent Edwards & Co., Boston. 

Ben P. Branham founded the paper 
and has published it for more than 
a quarter of a century. To his large 
circle of friends in the hotel field 
he has been known as “Uncle Ben.” 


Free Resigns WCAO 


Free & Sleininger, Inc., Chicago, 
radio station representative, has dis- 
continued representation of station 
WCAO, Baltimore. 


“Bawl Street” Straley 


Takes New Position 


John A. Straley, financial adver- 
tising man and editor of the “Bawl 
Street Journal,” has resigned from 
Corporate Equities, Inc., New York, 
te become sales and advertising man- 
ager of Lord, Abbett & Co., Inc., 63 
Wall St., sponsors of American Busi- 
ness Shares and Affiliated Fund, man- 
agement-type investment trusts. 

Mr. Straley recently has been ac- 
tive in introducing to securities dis- 
tributors a weekly publication, The 
Investment Dealers’ Digest, reaching 
all dealers registered with the Securi- 
ties & Exchange Commission. He has 
edited the humorous “Bawl Street 
Journal” burlesque of the Wall Street 
Journal, for the past five years and 
has been appointed by the Bond Club 
of New York to take care of the 1936 
edition. 


Carpet Institute Starts 


Educational Drive 


At a number of recent luncheons 
attended by agencies, advertising 
men and representatives of publica- 
tions, basic plans for a promotion 
sponsored by the Institute of Carpet 
Manufacturers of America, have been 
described by executives of The Byron 
G. Moon Company, Inc., New York, 
the agency in charge. 

In the program, the Moon textile 
educational bureau, which contacts 
18,000 textile and home economics 
teachers and workers in colleges and 
state organizations influencing a 
great number of consumers, will be 
used. 


Picks Simpson-Reilly 
The Parents’ Magazine, New York, 
has appointed Simpson-Reilly, Ltd., 
Los Angeles and San Francisco, as 
its advertising representative for the 
Pacific Coast territory. 


Linn Gets Howard 


Edward Linn Associates, New 
York, have been appointed to handle 
the radio advertising of Howard 
Clothes, Inc., Brooklyn retailer. 
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COVERING 
THE 


TACOMA 


SEATTLE 
MARKETS 


TWO markets at the 


price of ONE 
Transmitter located midway between 
Seattle and Tacoma. 
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GLENMORE ADDS 
MAGAZINES 10 
BIG SCHEDULE 


Louisville, Ky., Nov, 1—With com- 
pletion of national distribution after 
two years of intensive newspaper 
advertising, Glenmore Distillers Com- 
pany is adding a limited number of 
magazines to its list. Frank B. 
Thompson, president of the company, 
said there will be no curtailment of 
the newspaper budget. Radio is 
barred from consideration by the 
company’s policy of avoiding possible 
offense to the severest critics of 
whisky advertising. 


“From its inception,’ commented 
Mr. Thompson, “our advertising has 
been conservative, but consistent— 
informative, rather than insistent. 


“We have at all times kept within 
the rightfully stringent rulings laid 
down by the government for the 
liquor industry. At no time has our 
advertising made an appeal either to 
woman or to youth.” 


In spite of this policy, which might 
seem to place the company at a com- 
petitive disadvantage, Glenmore Dis- 
tilleries is reported to be selling one- 
third of all of the whisky which 
goes out of the Bluegrass State, now, 
as always, a leader in whisky pro- 
duction. 


Used Varied Copy Appeals 


Most of the newspaper copy for 
Tom Hardy, Kentucky Straight and 
Mint Springs, featured Glenmore 
brands, has presented a typical Ken- 
tucky colonel. This has been varied 
by a discussion of whisky which ap- 
peared under the signature of Presi- 
dent Thompson, and again by local- 
ized copy which ran production costs 
up, but did the same for sales. Some 
active merchandising support was 
asked and received of newspapers 
getting Glenmore linage. 


While newspaper advertising was 
given the double assignment of sell- 
ing both the company and its indi- 
vidual brands, magazine copy will 
be more specialized. Fortune will 
carry advertising of Kentucky Tav- 
ern in a campaign in which a dis- 
cussion of heraldry necessitated re- 
course to Burke’s Peerage and the 
Almanack de Gotha. The whisky 
carrying the name of the parent com- 
pany will be exploited through the 
pages of Collier’s, together with Tom 
Hardy. Both are inexpensive enough 
to have a popular appeal. This copy 
will portray the use of the product 
with heroic illustrations. 


A longer, more complete story of 
straight whiskies and blends, as ex- 
emplified by Glenmore and Tom 
Hardy, will be related in Cosmopoli- 
tan. Unique layout will be called 
into play, with color advertising 
occupying only two-thirds of the 


page, the remaining third being de- 
voted to an “editorial” column. 

All magazine advertising will run 
in full color. Reincke-Ellis-Young- 
green & Finn, Inc., Chicago, is the 
agency. 


Cope to B. & B. 


Donald N., Cope, for over 18 months 
production manager of the National] 
Broadcasting Company’s western di- 
vision, has joined the radio depart- 
ment of Benton & Bowles, Inc., New 
York. 


Joins Harshe Publicity 
Curt-Ison-Thomas, for the past four 
years with the press department of 
Paramount and Publix, has joined 
the William R. Harshe Publicity 
Agency, Chicago, as public relations 
counselor. 


Wertheimer Retained 

The New York office of L. D. Wert- 
heimer Company, Inc., has been ap- 
pointed for advertising of Townley 
Frocks, Inc., New York, maker of 
tailored dresses and sportswear. A 
magazine campaign is being planned 
for the early part of 1936. 


Ritter to Linn 


G. Sigmund Ritter, Inc., New York, 
operator of millinery and hand bag 
shops, has placed its newspaper, 
radio, and direct mail account with 
Edward Linn Associates. 


Franz Joins Rep Staff 


John J. Franz, Jr., has joined the 
Western sales staff of National Media, 
Inc., Chicago, which represents Elks’ 
Magazine. 


Mayfield Leads 
Life Round Table 


Clifton P. Mayfield, publicity man- 
ager of the Fidelity Mutual Life In- 
surance Company of Philadelphia, 
has been made chairman of the East- 
ern Round Table of the Life Adver- 
tisers Association, to be held at Hotel 
Pennsylvania, New York, Dec, 10. 
The L. A. A. executive committee 
will meet just prior to this confer- 
ence. 

D. Bobb Slattery, L. A. A. presi 
dent, has named the following mem- 
bers of the press committee: J. H. 
McCarroll, Bankers Life; John H. 
Rees, Colonial Life; H. P. Brandon, 
Columbus Mutual; Charles E. Crane, 
National Life of Vermont; L. J. 
Evans, Northwestern Mutual; Freder- 
ick Faulkner, California Western 
States Life; J. H. Castle Graham, 


London Life of Canada, and Rex B. 
Magee, Lamar Life Insurance Com- 
pany. 


Berg Joins Art Photo 


Oscar Berg, previously with Atlas 
Photo Company, Chicago, has joined 
Art Photo Associates, Chicago, as 
sales manager. 


Appoint Doyle Terry 
Doyle Terry has been appointed 
advertising manager of the Marietta, 
Ga., Cobb County Times, succeeding 
James Groover, resigned. 


Rossiter Appointed 
Ste. Pierre Smirnoff Fils, Inc., has 
appointed Ralph Rossiter, Inc., New 
York, to handle advertising and mer- 
chandising of Smirnoff Vodka. 
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alite receipts. 

Proof of Results to advertisers. 
“Results very good from last issue, reserve space 
fal card and page in DAIRY SHOW ISSUE, copy 
follows.” 


“*Modern so sold building material for us 
for 7. 80% total When does the next issue go 


odern Agriculture has quadrupled our business in 


to press 


the "ta states cover. Inquiries came in at the 
tate of 500 od day for first ten days and still 
pulling.” a % copies “= a, our le 


New York “Ome, Vanderbilt 4661 
Wire or write for 
= method 0. 


to sale. 


Waterloo, lowa. 


ull details of this new 
advertising that leads 


MODERN AGRICULTURE 


THE ARCHITECTURAL 


FORUM 


is leading the field 7 


first in pages of 


THE PACE HAS BEEN FAST: 5 
advertising — but 


1303 pages of advertising appeared 


in the five architectural magazines. 
1593 pages. 


1650 pages in the first ten months. 


BUT 


THE PACE OF THE FORUM 
HAS BEEN FASTER: 


4% more advertising than its nearest 
competitor. 


4.% lead over its nearest competitor. 
25% margin in the first ten months. 


AT THE PRESENT TIME, more than 33% of the 
advertising in the architectural field is being run in 


THE ARCHITECTURAL FORUM. 


AND in December, THE ARCHITECTURAL FORUM 
will publish the second half of its history-making Small 
House Reference Number. Therein advertisers will find 
values in circulation and low page rates too exceptional 


THE DECEMBER ISSUE OF THE ARCHITECTURAL 
FORUM WILL BE THE AUTOMOBILE SHOW OF 


THE BUILDING INDUSTRY. The materials there dis- 
played will dominate the 1936 home building program. 


‘Calin: 230 North Michigan Avenue, Randolph 1¢ 
Cleveland, 1540 Honne Building, Main 6232 


. not only 


1* in coverage of architects (5176) 


1* in preference of architects (25 
separate surveys) 


1* (and only) in coverage of Build- 
ing Money Men (5536) 


1° in number of advertising ac- 


counts (152 in 1935) 


1* in advertising placed by agencies 
(64.4% of all accounts ) 


1° (lowest) in page rate per thou- 
sand subscribers. 


Such facts prove that THE 
ARCHITECTURAL 
FORUM, a strict- 
ly professional 
magazine for the 
building indus- 
try, is... 
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Earnings of 
Advertisers 


Stewart- Warner Corporation re- 
ports consolidated net income of $1,- 
329,423 for the nine months ended 
Sept. 30, 135 per cent above the 
$565,782 for the corresponding period 
of 1934. September quarter net was 
$308,931, against $25,523 in the 1934 
period. Net sales for the nine 
months were $15,887,194, against $13,- 
131,884, and for the three months $4,- 
881,634, against $3,891,200. 

vg¥sey? 

American Chicle Company had 
earnings of $720,776 in the Septem- 
ber quarter, against $557,421 in the 
like 1934 period, and $697,918 in the 
second quarter of 1935. 


a oe 

Beech-Nut Packing Company re- 
ports earnings of $535,888 for the 
September quarter, as compared with 
$468,779 in the like 1934 period, and 
$440,664 in the second quarter of 
1935. 

vg¥se iY? 

Earnings of $272,457 were made by 
The Bon Ami Company in the third 
quarter of 1935, against $279,204 in 
the third quarter of 1934, and $272, 
627 in the preceding 1935 quarter. 


°° Ff F 
Johns Manville, Inc., had earnings 
of $775,027 in the September quarter, 
as compared with $412,699 in the 
third 1934 quarter, and $551,434 in 
the second quarter this year. 


- | 
The Lambert Company reports for 
the quarter ended Sept. 30 a con- 
solidated net profit after taxes of 
$493,133. Consolidated net profit for 
the third quarter in 1934 was $606,- 
581. Net profit for nine months 
ended Sept. 30 was $1,313,548, com- 
paring with $1,734,332 in the like 1934 
period. 
+ Vv FF 
In the three months ended Sept. 
30, Scott Paper Company had net 
income of $278,890, against $281,165 
in the like 1934 period. Net income 


in the nine months ended Sept. 30 
was $700,510, against $700,336 in the 
like 1934 period. 


S 9 
Penick & Ford, Ltd., Inc., had net 
income of $189,324 in the three 
months ended Sept. 30, as compared 
with $412,177 in the corresponding 
1934 period. Net income in the first 
nine months of this year was $667 
776, against $901,257 in the like 1934 
period. 
vvy 
Philip Morris, Ltd., had earnings of 
$893,648 in the six months to Sept. 
30, compared with $776,704 in the cor- 
responding period last year. 


vvy 
September net operating income of 
the New York Central Lines was $3,- 
810,178, compared with $2,138,319 in 
September, 1934. Net operating in- 
come in the first nine months this 
year totaled $24,061,602 against $23,- 
455,934 in the like 1934 period. 
e FF 7 
United Biscuit Company of Amer- 
ica reports net income of $264,296 
for the quarter ended Sept. 30, 
against $173,835 earned in the pre- 
ceding quarter, and $264,657 in the 
third quarter of 1934. In the first 
nine months of 1935, net income was 
$625,959, against $755,934 in the same 
period of 1934. 


vvgy 

Aggregate net operating income of 
59 telephone companies reporting to 
the Federal Communications Com- 
mission totaled $16,036,428 in August, 
against $14,149,842 in August last 
year. Eight month’s net operating 
income was $124,113,207 this year. 
Against $124,325,149 in the first eight 
months of 1934. 

vgv¥$ssgy? 

Net income of E. I. du Pont de 
Nemours & Co. for the first nine 
months of this year totaled $40,154,- 
667, compared with net of $38,727,818, 
for the like 1934 period. In the three 
months ended Sept. 30, net totaled 
$17,704,182, against net of $15,174,220, 
for the third quarter of 1934. 

. Ff F 

General Motors Corporation re- 
ports net profit, for the third quarter 
of 1935, of $30,753,088, including 
equity in undivided profits or losses 
of subsidiary and affiliated companies 


JOHN 


CHICAGO 
NEW YORK 
PETRA 
$7. LOUAS 
KANSAS CITY 


The Board of Directors of 
THE BRANHAM COMPANY 
PUBLISHERS’ REPRESENTATIVES 


is pleased to announce the election of 


as president of its corporation. 


October 26, 1935 
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SAN FRANCISCO 
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1 Crys Yoneeery. 


$. DAVIS WILSON, Mayor 


CHARLES B. KELLEY, District Attorney 


WILLIAM 3. HAMILTON, Jr, Sheriff © FRANK J. WILLARD, Receiver of Texes © DAVID W. HARRIS, Recorder of Deeds 
JAMES C. CLARK & MORTON WITKIN, County Commissioners © 


JOSEPH DeVITO, Clerk of Quarter Sessions 


Vote Straight REPUBLICAN x! 


Recent newspaper copy in Philadelphia, placed by the local Repub- 
lican organization. The pictorial strip technique is a newcomer in 
political advertising. 


not consolidated in the corporation’s 
statement. On the same basis, sec- 
ond quarter earnings were $52,219,- 
467, and in the third quarter of 1934, 
net profit was $22,858,728. Net profit 
in the first nine months of this year 
was $114,482,926, against $92,445,341 
in the first nine months of 1954, 


vvy 

Procter & Gamble Company re- 
ports consolidated net earnings of 
$4,304,504 for the September quar- 
ter. This compares with $4,085,461 
for the like 1934 period. 


> 3 F 
Packard Motor Car Company and 
subsidiaries report for the quarter 
ended Sept. 30 a net profit of $486,- 
413, compared with a net profit of 
$1,500,622 in the preceding quarter 
and net loss of $2,380,265 in the 1934 
September quarter. For nine months 
ended Sept. 30, net profit was $776,- 
873, compared with net loss of $5,- 
348,409 in the first nine months of 
1934. 
ee FF = 
A net profit of $2,557,452 for the 
quarter ended Sept. 30 is reported by 
Westinghouse Electric & Mfg. Com- 
pany. In the same quarter last year 
the company had a deficit of $332,062. 
For the nine months ended Sept. 30 
net profit was $8,822,640, against net 
loss of $363,787 in the first nine 
months of last year. 


vv¥$sey? 

Gillette Safety Razor Company for 
the nine months ended Sept. 30 had 
consolidated net income of $3,293,- 
893, compared with net income of 
$3,698,790 in the like 1934 period. 
Indicated consolidated net income 
for the quarter ended Sept. 30 was 
$1,122,518, against $1,192,712 in the 
like 1934 period. 


+. 9? F 

National Distillers Products Cor- 
poration earned $1,360,187 consoli- 
dated net income in three months 
ended Sept. 30, a comparison of six 
months and nine months reports 
shows. This compares with $1,560,- 
307 in the preceding three months 
and $2,513,834 in the comparable 1934 
quarter. For the nine months ended 
Sept. 30 consolidated income was 
$4,242,893, against $8,311,997 in the 
first nine months of 1934. 


FF FF 

Remington Rand, Inc., in the third 
quarter, earned the largest profit of 
any similar period since 1929. Net 
income for the period was $405,341, 
compared with $224,573 in the 1934 
period. For the six months ended 
Sept. 30, net income of $884,046 com- 


pared with $389,600 earned in the 
previous year. 
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Consolidated net profit of Wesson 
Oil & Snowdrift Company, Inc., and 
subsidiary companies, for the fiscal 
year ended Aug. 31, was $5,000,634. 
The volume of sales, measured in dol- 
lars, increased during the year to 
$62,906,117 as compared with $38,582,- 
235 last year, although measured in 
tonnage, volume increased about six 
per cent. 

, FF F 

Shell Union Oil Corporation and 
subsidiaries in the three months 
ended Sept. 30 more than doubled 
net earnings as compared with the 
same period a year ago and increased 
total net earnings in the first nine 
months this year 800 per cent over 
the comparable period of 1934. Sep- 
tember quarter net income was $3,- 
882,915, against $1,649,775 in the 
previous quarter, and $1,488,704 in 
the 1934 third quarter. In the first 
nine months of 1935, net earnings 
went to $4,411,649, compared with 
$550,021 in the like 1934 period. 

7 

Maytag Company in the third quar- 
ter of 1935 operated at a net profit 
of $695,832, as compared with $423,- 
885 in the September quarter of 
1934. Net earnings for the first nine 
months increased to $1,928,000 from 
$1,470,459 in the similar 1934 period. 

+ FF FF 

For the September quarter, Bristol- 
Myers Company and subsidiaries re- 
port net income of $821,247, as 
against $544,041, including earnings 
of Rubberset Company, in the like 
1934 period. 

, FF F 

Container Corporation of America 
reports earnings of $394,174 in the 
third quarter this year, compared 
with $164,002 in the third quarter of 
1934, and $224,335 in the second quar- 
ter of 1935. 

vvegy 

Earnings of $1,724,913 for the Sep- 
tember quarter are reported by 
Schenley Distillers, against $1,062,- 
470 in the third quarter last year, 
and $1,443,030 in the 1935 second 
quarter. 

> FF F 

Bayuk Cigars, Inc., had earnings 
of $296,098 in the third quarter of 
1935, against $307,522 in the like 1934 
period, and $242,735 in the second 
quarter this year. 


. F ¥ 
The Brunswicke - Balke - Collender 
Company and subsidiaries in the Sep- 
tember quarter operated at a profit 


of $222,704, compared with a net loss 
of $62,577 in the preceding quarter 
and a profit of $69,312 in the third 
quarter of 1934. Profit for the nine 
months ended Sept. 30 amounted to 
$63,635, compared with a profit of 
$48,181 in the same period of 1934. 


vv *Y? 

William Wrigley, Jr., Company 
had earnings of $2,070,434 in the 
September quarter, as compared with 
$2,183,571 in the third quarter of 
1934, and $2,011,357 in the second 
quarter of 1935. 


> FF F 
National Biscuit Company reports 
earnings of $2,974,396 in the third 
quarter, against $2,667,118 in the 
third quarter of 1934 and $2,385,318 
in the second quarter of 1935. 
+ 2 F 
Earnings of $526,019 are reported 
by Underwood Elliott Fisher for the 
third quarter, against $458,046 in 
the third quarter of 1934, and $750,- 
857 in the second quarter this year. 


7 FF F 
Earnings of the United Fruit Com- 
pany for the nine months ended 
Sept. 30 were $7,850,000 before taxes, 
the company has estimated, compar- 
ing with $10,621,000 in the first nine 
months of 1934. 


vv¥sey’? 

Earnings of $1,491,505 in the third 
quarter are reported by Corn Prod- 
ucts Refining Company, as against 
$2,815,728 im the third quarter last 
year, and $1,747,112 in the second 
quarter this year. 

+: @ ¥ 

The Cream of Wheat Corporation 
had earnings of $269,414 in the third 
quarter of 1935, compared with $297,- 
707 in the third quarter last year, 
and $175,609 in the second quarter 
this year. 

vvy 

Julius Kayser & Co. had earnings 
of $216,981 in the third quarter of 
1935, against $94,132 in the third 
quarter of 1934, and $165,589 in the 
second quarter of 1935. 
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EMOTION NEEDED 
IN. ADVERTISING, 
BENSON ASSERTS 


Gives Coast Agencies Five- 
Point Platform 


Del Monte, Cal., Oct. 29.—‘“Illusion, 
—not delusion in advertising,” was 
the keynote struck by John Benson, 
president of the American Associa- 
tion of Advertising Agencies at the 
first annual meeting of Pacific Coast 
chapters here last week-end, when 
he asked the assembly to put adver- 
tising in its rightful place in the 
economic structure. 

He presented the following five- 
point plan for the industry: 

1. Deceptive advertising, by a rela- 
tively few, which should be frankly 
admitted and deplored, should have 
active measures taken to eliminate it. 

2. Informative, constructive adver- 
tising should be encouraged as a 
service to the consumer. 

3. Emotional appeal in advertising 
should be supported as the life of ad- 
vertising. It should not be confused 
with delusion or deceit. 

4. Economic waste in advertising 
should be placed in its proper per- 


ERAS 

O. L. Price, publisher of the Port- 
land Oregonian, and H. Q. Hawes, 
vice-president of McCann-Erick- 
son, pose between sessions of the 


Four A's Pacific Coast division at 
Del Monte, Cal. 


spective in relation to the whole field 
of distribution. It should be empha- 
sized as a factor of economy in sell- 
ing effort and expense. 

5. Advertising’s contribution 


‘toward improving standards of living 


and maintaining the momentum of 
trade—upon which all employment 
depends—should be stressed. 

“In every period of depression,” 
Mr. Benson said, “people become 
critical and resentful toward all of 
the means of commerce through 
which they feel that they have been 
exploited in the past. This is a good 
thing for progress. But the pendu- 
lum always swings too far the other 
way. Reformers are as rampant 
today as exploiters were during the 
boom. This is true of advertising. 
It is being criticised, nowadays, by 
all kinds of people who confuse quali- 
ties which are sound with those 
which are unsound. They confuse, 
for instance, the emotional appeal so 
vital to the success of all advertising, 
with its betrayers—delusion and de- 
ceit.” 

Regarding deceit in advertising, 
Mr. Benson declared, “Higher prin- 
ciples should be inculcated among 
advertisers and agencies, Sound 
legislation should be supported. Both 
the government and the consumer 
need to be assured that advertising 
is aware of its abuses, and is out to 
correct them.” 

While there is no doubt, he said, 


TRY OUT THE GREENS AT DEL MONTE COURSE 


This foursome, at the golf tournament held in connection with the 

Four A's western meeting at Del Monte, Cal., is composed of George 

Nichols, Blanchard-Nichols; Don Francisco, vice-president, Lord & 

Thomas; Frank Braucher, vice-president, Crowell Publishing Com- 
pany; and W. H. Haze, Lord & Thomas. 


that critics are assailing advertising 
every day, some alarmists within the 
industry are perhaps inclined to 
place too much stress on this, and 
to over-estimate its importance. 

“A committee was appointed, last 
spring, by our board, to investigate 
the matter of anti-advertising senti- 
ment in schools and colleges. It 
hired a seasoned investigator to 
make the rounds of the universities 
for a couple of months and then re- 
port conditions as he found them. 
He saw deans and professors and 
undergraduates, learned what they 
really think about advertising and 
why. His report was reassuring. 
“The professors and the deans, 
especially those in charge of com- 
mercial courses, recognized the place 
of advertising in distribution, but 
deplored the way it is conducted in 
violation of good taste and good faith. 
Most of them were open minded and 
glad to hear the other side and have 
their students reliably informed.” . . 
The contribution that informative 
advertising has made toward better- 
ing the standards of living in 
America, is well known to members 
of the industry and has been fully 
treated on many occasions, he indi- 
cated. This should be brought home 
to the consumer. 


Emotional Appeal All Right 


“Emotional appeal is often con- 
demned by both professors and con- 
sumers,” Mr. Benson related, “as an 
unsound and unfair approach to the 
reader, It is important to clarify 
this issue, to point out the essential 
difference between enjoyable illusions 
of life and of advertising, and the 
delusions which cheat and betray 
them both. 

“These subjective, emotional values 
involve illusion, in a good sense . 
that kind of illusion which people 
like because it colors the very warp 
and woof of their daily life, makes it 
worth living. You can not eliminate 
illusion from advertising appeal be- 


F. S. Payne, Los Angeles manager 
for the Rodney Boone organiza- 
tion, and Franklin C. Wheeler, Paul 
Block & Associates, get in a round 
’ of golf at the agency meeting at 
Del Monte, Cal. 


cause you can not eliminate it from 
life. Without it advertising would 
be dead. .. No sane woman is going 
to believe seriously that soap can 
keep or restore youthful charm. Still 
it is a means to that end, and its 
proper use is a very desirable prac- 
tice.” 


Membership of 
Union Buyers’ 


Club Spreading 


Cleveland, O., Oct. 31.—The Union 
Buyers’ Club, “anti-price slashing” 
organization, which was formed in 
Cleveland last June to defend or- 
ganized labor’s interests following 
the collapse of NRA, has spread rap- 
idly over northern Ohio and may 
soon become a national movement. 

More than 20,000 wives, mothers 
and sisters of trade union members 
have joined the organization, which 
aims to direct their buying power 
in channels friendly to the union 
cause. A meeting was held here 
Sunday to act on requests for mem- 
bership from various cities in the 
country. 

A prime purpose of the Union 
Buyers’ Club is the prevention of the 
collapse of the price structure 
through loss leaders and other 
“panicky” merchandising promo- 
tions. Such slashing of profits not 
only hurts “legitimate” retailers, but 
soon results in the lowering of 
wages, the organization contends. 

The method employed by the club 
to stop price-slashing is novel. Its 
entire membership is pledged to 


descend upon the store en masse and 
to buy up all cut-price merchandise. 


As yet, the organization has not 
been “obliged” to take an active 
step. 


Early warnings to merchants are 
reported to have had considerable 
effect on retail merchandising poll- 
eies. Various shops and _ stores, 
which placarded their windows and 
which used newspaper space to ad- 
vertise radical price reductions, 
modified their plans immediately, it 
is said. 


Victor Ratner to Head 
CBS Sales Promotion 


Effective Nov. 25, Victor M. Ratner 
will be placed in charge of sales pro- 
motion and advertising of Columbia 
Broadcasting System, New York, as 
acting director of the department. 

Mr. Ratner succeeds George Bijur, 
whose resignation becomes effective 
on that date. 


Advertises Anniversary 


Daily insertions of small space ad- 
vertisements will be run in a num- 
ber of New York metropolitan papers 
by the Pennsylvania Drug Company 
to feature various developments in 
its 25th anniversary contests during 
November, when two automobiles and 
other prizes will be given. Bachen- 
heimer-Dundes, Inc., New York, is 
the agency. 
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DOMINATES 


the Minneapolis market 
days in the 


year! 


Leads the Second Paper | 
_ Total Net Paid Circulation 
Daily by 17.5%—Sunday by 24.175 


Minneapolis Tribune 


NATIONAL REPRESENTATIVE: JOHN B. WOODWARD, 


INC. 


NEW YORK + BOSTON + CHICAGO «+ DETROIT + KANSAS CITY + SAN FRANCISCO + LOS ANGELES 
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19 Sectional 
Programs for 
Lehn & Fink 


New York, Nov. 1—With local day- 
time broadcasts for Hinds Honey & 
Almond Cream arranged in nineteen 
cities throughout the United States, 
Lehn & Fink, Inc., is sponsoring 
what is believed to be the most ex- 
tensive local radio plan of its kind 
ever scheduled by a national adver- 
tiser. 

Live talent of demonstrated sec- 
tional appeal has been engaged. No 
transcriptions are being used. Dif- 
ferent programs originate at 14 
points, with five of the 19 stations 
on wire hook-ups. Time contracts, 
with one exception, cover from six 
months to a year. 

This experiment is based on the 
conviction of Lehn & Fink that lo- 
calized radio publicity affords a par- 
ticularly intimate contact with com- 
munity markets. 

The 19 local programs are in ad- 
dition to the Hinds Honey & Almond 
Cream Sunday evening broadcasts 
over Columbia’s coast-to-coast net- 
work, starring Leslie Howard. 

An elaborate series of full-page and 
half-page color advertisements in 
newspaper comic supplements in 30 
cities, including The Comic Weekly 
list, rounds out a triple-promotion 
plan for Hinds that blankets the 
country. 

Eighteen of the local daytime pro- 
grams have their premieres on Nov. 
4. 


Million Heads Firm 


John W. Million, Jr., formerly 
treasurer and chief engineer of Fair- 
banks Morse Home Appliances, Inc., 
Chicago, has organized Million Ra- 
dio & Television Laboratories at 361 
W. Superior St., Chicago, making a 
line of medium priced radio labora- 
tory and servicing equipment. Ad- 
vertising is handled by Ford, Browne 
& Mathews, Chicago. 


ELECTRICAL FOLKS 


WA 


Wm. A. Wolff, Western Electric 
Company, and Herbert Metz, 
Graybar Electric Company, take a 
constitutional before joining the 
discussion at the A. N. A. meeting. 


Nat. Steel, Two Others 
Name Ketchum, MacLeod 


National Steel Corporation, which 
operates Weirton Steel Company, 
Great Lake Steel Corporation, Hanna 
Iron Ore Company, Hanna Furnace 
Corporation, and Producers Steam- 
ship Company, has placed its adver- 
tising account with Ketchum, Mac- 
Leod and Grove, Inc., Pittsburgh. 

Eagle Mfg. Company, Wellsburg, 
W. Va., maker of oilers, oil supply 
cans and wrought iron specialties, 
and Automatic Business Machines, 
Inc., Pittsburgh, producer of Robo- 
typer, a new typewriting machine, 
have also named this agency. 


Open Washington Office 

Simpson, King & Smith, Inc., Phila- 
delphia and New York agency, has 
opened a branch in the Southern 


Bldg., Washington, D. C. 


Pruat ARCHITECTURE)| 
AIMS TO HELP THE 


ARCHITECT 


? 


THE PROPER 
SPECI FICATIO 


WRITE 


te 


ARCHITECTURE, The Professional Journal for Architects, 
Is Published by Charles Scribner’s Sons 


Getting Personal 


Snapshots of the A. N. A. convention: Turner Jones revealing that 
he used to be in the motion picture business. . . Paul West assuming 
his new honors with becoming modesty. . . P. N. Swaffield, Hood Rub- 
ber advertising chief, explaining how his Brown football experience is 
converting him into a busy referee. . . Chet Lang doing a little brag- 
ging about the G-E spectacular on the Million-Dollar Pier. . . Jerry 
Gaffney telling why fertilizer ig so important even to advertisers. 
Marvin Harms narrating some off-the-record stories of canned beer suc- 
cess. . . Ellis Frampton giving an unsolicited testimonial for the De 
Soto Airflow. . . Frank Hopkins recalling early days in outdoor adver- 
tising in St. Louis. . . H. K. Boice capturing the Monte Carlo prize as 
though it was all old stuff. . . Phil Thomson and O. C. Harn explain- 
ing all about the Chicago compromise agreement. . . Sam Nelson tak- 
ing time off to shoot an 82 at Seaview. . . Leo Burnett explaining that 
he shares with Brother Verne the distinction of having been Cadillac’s 
advertising manager. . . Ed Kobak playing the genial host at N. B. C.’s 


party. . . Elon Borton reporting on the direct mail convention at Kan- 
sas City. . . John Peterson and Frank McGehee doing a stretch on the 
boardwalk. . . Jim Alexander towering above all the steel advertisers. 


Horace Vaile getting A. N. A. conscious. . . John Paver getting 
congratulations on his new book on traffic, out this week. . . George 
Kleiser, Kerwin Fulton and B. W. Robbins promoting the outdoor con- 
vention in New Orleans. Ken Dyke defending the standards of 
chairmen of the board. Everybody wondering where Lee Bristol 
was... 
The Dartmouth-Harvard football game at Cambridge looked like a 
convention of Boston advertising men. Among those present at the 
game and the Dartmouth get-together which preceded it were Lyman 
Armes, of the Malkiel Agency; Lou Munro, Doremus & Co.; Carl Shum- 
way and Joe Russakoff, of Eddy-Rucker-Nickels Company; Dinty Gard- 
ner, of Ayer; Jim Davis, Badger & Browning; Dan Ruggles, Boston 
Herald-Traveler, and Bill St. Amant, of The Sportsman. .. Armes was 
introduced as author of “Dartmouth’s in Town Again,” a ditty which 
has been taken to the bosoms of the under-graduates.. . 

John Sterling, advertising director for McCall's, has been pretty 
busy recently, what with addressing advertising clubs and doing some 
writing on the side. He indited a piece for Coca-Cola’s “Red Barrel,” 
advocating direct action for salesmen. “If you've got something to 
sell—sell it,” was his advice to youngsters. . . 

George Keith, sales manager for the Brockton shoe house, has 
announced his candidacy for the Republican nomination for school 
committeeman in the shoe town. His late dad held the job for many 
years. . . 

While expressing appreciation for his nomination as member of 
the Buffalo Sewer Authority by the rival Buffalo Times, Ed Butler, 
publisher of the Evening News, has passed along the bouquet to Alex 
Osborn, of BBDO. Osborn was formerly a member of the mayor’s com- 
mittee on unemployment. . . 

New Jersey admirers of Bernarr Macfadden let it be known last 
week that they will be content with nothing less than a nomination 
for the Presidency for the publisher. Macfadden has been designated 
as adviser of the state’s Republican leaders. . . 

Being a producer of transcriptions has its compensations. Freeman 
Lang, the Hollywood expert, entertained Ann Harding, Clark Gable and 
Al Jolson on his yacht the other day. Besides skippering his own 
craft, Mr. Lang has a Department of Commerce license to fly his plane... 

Eric Palmer, public relations counsel and radio expert of N. Y., 
is back at his desk feeling better for the removal of a stone from the 
base of his left kidney. . . A. J. Fernandez, who is one reason for the 
big circulation of the Saturday Evening Post, scored heavily as a 
photographic expert on his first try, two of his prints being selected 
for exhibition. . . 

J. Knight Willy, of Hotel Monthly, Chicago, is still in a daze over 
acquisition of a bride, the former Dorothy Stella Davison. The couple 
will be at home in Evanston after Nov. 15. Mr. Willy is president of 
the Chicago Business Papers Association. . . 

Cc. P. Hanly, president of Ferry-Hanly Company, New York agency, 
consumed only a single stroke for the 15th hole (145 yards) at Wood- 
way Club t’other Sunday. In telling the story, he modestly omits men- 
tion of a water carry and a clump of trees. . . 

Paul Block published a special convention number of the Newark 
Star-Eagle last week for distribution at the A. N. A. convention at 
Atlantic City. Paul Block & Associates were heavily represented at the 
meeting, Charlie Boyle, Wilbur Arthur, Harold Stretch and Herb 
Moloney being on hand. . . 

Larry Meyer, Kotex advertising manager, hag been appointed a 
Kentucky colonel, but would like to swap the commission for an ad- 
miralcy, since he served in the navy during the war. . . Dave Noyes, 
Lord & Thomas, v. p., repaired to his hideaway cabin in the dunes near 
Chicago on a recent week-end to find—guess who. Yep, two space 
salesmen. 

Bert Crane, Western representative of the New York Mirror, heard 
the rustle of wings recently and ran into Dan Cupid himself. He 
married Lois Edwards of Chicago in that city Nov. 2. They will make 
their home in Wilmette. 

Tom Young, national a. m. of Philadelphia Daily News, and Alan 
Bolte ought to team up as thespians. Young resisted the frantic pleas 
of Robert Mantell 25 years ago and stayed in the advertising business, 
but he still takes much interest in little theater movements, and also 
played opposite Alice Brady in a 15-minute skit over a local station on 
one occasion. 

Harry W. Alexander, g. s. m. of American Type Founders, is on 
the lookout for medals for long distance traveling. During the past 
year he has used trains, planes and boats to cover sales conferences 
at his company’s branches on both sides of the Atlantic, in Central 
America, and in 27 U. S. cities. It’s nothing for him to do 50,000 miles a 
year... 

Don Francisco, executive vice-president of Lord & Thomas, Los 
Angeles, received a solicitation from an advertising agency when the 
current campaign of Lord & Thomas broke. Mr. Francisco replied: 
“The agency which prepared the advertisement on which you comment 
has been handling our account for a number of years. We are not 
seriously considering a change at this time’... 

Harry Weil, vice-president of Seminole Paper Corporation, Chicago, 
sold himself on national advertising by taking a long look at a monster 
paper-making machine. After gazing at its rapacious maw for a few 
moments, he decided that personal salesmanship was too slow to keep 
it going... 

Reports in this column and Eastern newspapers to the contrary 
notwithstanding, Mrs. Ethel B. Mars, president of Mars, Inc., four of 
whose string of race horses are now being offered as prizes in a Mars 
contest, has not stepped to the altar with a New York publisher, she 
wpe. 6 


SPECIAL “CO-OP” 
DRIVE LAUNCHED 
BY NEW ENGLAND 


Boston, Mass., Oct. 31.—The first 
all-New England industrial develop- 
ment advertising campaign, under 
direction of the New England Coun- 
cil, has been placed under way in 
national magazines reaching business 
executives. 

Present plans are to run one ad- 
vertisement each month, in various 
magazines, the choice being up to 
the participating company. 

While the advertising features New 
England, it contains some promotion 
of the advertiser, and bears the sig- 
nature of the New England Council, 
and the advertiser. The advertise. 
ments are being placed and prepared 
by the agencies of the companies, 
each of whom assumes the cost of the 
advertisement run over the joint 
signature. 

The first advertisement in the 
campaign, entitled, “New England's 
industrial eggs are in a thousand 
baskets,” was paid for by an anony- 
mous sponsor. It points out the di- 
versification of New England’s in- 
dustries, and consequent ample sup- 
ply of skilled workers, no matter 
what the manufacturing process of 
prospective “settlers” in the area 
might be. 

The second advertisement to ap- 
pear, signed by the Boston Wharf 
Company and the New England Coun- 
cil, was headed ‘Locate in New 
England, gateway to America’s rich- 
est markets.” Advantages of the 
area’s diverse transportation facili- 
ties were stressed. The copy was 
prepared and placed by Doremus & 
Co., Boston, under personal direction 
of Louis W. Munro. 

Boston Wharf Company owns and 
operates a fully developed industrial 
section near the heart of Boston, 
consisting of 90 buildings, streets, 
many miles of track, railroad con- 
nections, and complete facilities for 
manufacturing and warehousing. 
Most of the advertisement described 
attractions of New England for manu- 
facturers, and urged corespondence 
with the Council. Part of the copy 
gave a succinct account of the com- 
pany’s activities. 


For clients, employees, your entire list 
of friends (and don’t forget yourself) — 
an assortment of these rich, rare cheeses 
which the Swiss Colony has so carefully 
aged in the old-time manner. Swiss, 
Brick, Limburger, Berne, Old Heidelberg, 
Camembert — all are included. Two as- 
sortments — $2.25 and $3.30, postage in- 
cluded. Money back guarantee. Send 
in a trial order. 


~——-- Pictured below 
the $3.30 package. 
smaller box, $2.20. 
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November 4, 1935 


ADVERTISING AGE 


LEAD DISCUSSIONS 


Louis Honig, president, Erwin, Wasey & 

Co. of the Pacific Coast, and Henry Q. 

Hawes, vice-president, McCann-Erickson, 

Inc., who played important roles in the 

meeting of Coast chapters of the Four 
A's at Del Monte, Cal. 


Start United Newspapers 


United Newspapers, Inc., has been 
organized at Union City, Ind., to 
publish newspapers and magazines. 
Incorporators are Ray Meredith, 
John Richman and Philip W. Hind- 
sley. 


Federated Sales Named 


Federated Sales Service, Boston, 
has been appointed marketing coun- 
sel for Fabreeka Products Company, 
Inc., Boston, maker of transmission 
and conveyor belting. Business pa- 
pers will be used. 


Youre Aure to like 


wilt's always our desire to come 
through for you one hundred 
percent. We have the finest 
modern equipment, and an up- 
to-the-minute organization, with 
a reputation of producing the 
finest engravings, ad-setting and 
printing. Our day and night 
3-in-1 service enables us to 
deliver the finished job—on 
scheduled time—at a definite 
saving of TIME, TROUBLE and 
MONEY. We think and act in 
terms of results. That’s why we 
are successfully serving so many 
of the leading advertising agen- 
cies and advertisers. Let us 
demonstrate the value of Faithorn 
COMPLETE SERVICE to you. 
Our representative will gladly 
show you samples of our work. 
Simply phone, Wabash 7820. 


Exceptionally well fitted to submit ideas, 
make layouts, prepare sketches and draw- 
ings—through every step of production. 


The production 
on this reduced 
advertisement 
was handled by 
Faithorn Corp. 
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THE FINEST AT FAITHORN 
FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish, 
but all are here, ready to serve you... 
Speed, economy and satisfaction assured. 


FAITHORN 


CORPORATION 


504 SHERMAN STREET - CHICAGO 
TELEPHONE WABASH 7820 


DAY AND NIGHT SERVICE 


AUBURN WO0S 
CONSERVATIVE 
WITH MILD COPY 


Auburn, Ind., Nov. 1.—Though 
Auburn Automobile Company has 
answered the insistent cry of the 
copywriter for something new with 
the Cord front wheel drive passenger 
car, to be introduced at the New York 
Automobile Show tomorrow, the ad- 
vertising man’s joy is likely to be 
short-lived. 

Auburn advertising will not herald 
the front drive from the housetops. 
Believing that this innovation will 
be regarded as too radical by some 
motorists, the company will en- 
deavor, through its advertising, to 
sell the car as a beautiful and eco- 
nomical unit before going into details 
regarding its construction. “Quality 
in Every Detail—Cord,” is the slogan 
which will be used. 

The company has developed a car 
new in appearance, and this is cred- 
ited largely to the front drive. With 
abolition of rear drive type trans- 
mission, differential, drive shaft, 
heavy rear axle and banjo housing, 
the new Cord stands only 60 inches 
high. Yet it has plenty of room. 

The radiator is completely con- 
cealed by extending the one-piece 
hood top out over what is normally 
the radiator shell. The running 
board is conspicuous by its absence. 

Auburn’s exploration into the Die- 
sel engine field will be represented at 
the New York Show by a nine-pas- 
senger sedan. American Airlines has 
placed an order for one of these ma- 
chines, to transport passengers to 
and from the airport near Chicago. 


Studebaker Plans 


South Bend, Ind., Nov. 1—‘Amer- 
ica, here’s the car you ordered.” In 
these words Studebaker Corporation 
used newspaper copy this week to 
present its 1936 model. The adver- 
tising explained that an exhaustive 
survey was conducted to ascertain 
likes and dislikes of motorists, the 
new Studebaker being the result. 

A substantial magazine and radio 
schedule will be put behind the new 
line. Collier’s, Literary Digest, News- 
Week, Saturday Evening Post and 
Time will be used. Special radio pro- 
motion calls for the use of 60 sta- 
tions for spot announcements, in ad- 
dition to the regular Studebaker pro- 
gram. 


New Market Data Book 
Issued by Nassau Papers 


The Nassau Daily Star and Nassau 
Daily Review, of Rockville Centre, 
Long Island, N. Y., have published 
a comprehensive market data book on 
metropolitan Long Island, southern 
portion of Nassau County. The book- 
let declares that Nassau County is 
the fast-growing county in the United 
States. The new booklet is a sequel 
to the “1930 Commercial Survey of 
Metropolitan Long Island.” 

The new publication contains sta- 
tistics on banks, schools, churches, 
transportation, motor vehicles, public 
utilities, owned and rented homes, 
income tax returns, annual food con- 
sumption, and other subjects, includ- 
ing newspaper circulation and lin- 
age. 


Diamond Match 
Is Cited by F. T. C. 


The Diamond Match Company has 
been served by the Federal Trade 
Commission with a complaint charg- 
ing unfair competition through mis- 
representation of matches sold in 
interstate commerce. 

Matches known as “Strike Any- 
where Matches,” were sold as “Safety 
First Diamond Matches,” according 
to the complaint. The commission 
asserts that this constitutes unfair 
competition with “safety” matches. 
Friday, Nov. 29, has been set as the 
date for hearing. 


Start Color Supplement 

Clifford Arrick, C. L. Coen and C. 
C. Coen are incorporators of Color 
Supplement, Inc., Circle Tower, In- 


dianapolis, organized to engage in 
advertising and publishing. 


Enlarge Flash-O-Graph 
Rail-Air Advertisers, Inc., New 
York, may change its monthly 
“Flash-O-Graph” to a semi-monthly, 
officials say. Delivered by messengers 
in the Park Avenue belt and contain- 
ing copy given a news angle, it is 
scheduled to appear in Chicago, 
Philadelphia, Boston, St. Louis, Los 
Angeles and San Francisco, where 
contacts have been established. 


Name Western Agency 


Western Advertising Agency, Chi- 
cago, has been appointed for adver- 
tising of the National Union Radio 
Corporation, New York, maker of ra- 
dio tubes and testers. Magazines and 
business papers will be used. 


Hindes, Emerson Vet, 
Dies at Baltimore 


Funeral services were held Thurs- 
day at Relay, Md., for Joseph F. 
Hindes, executive committee chair- 
man of the Emerson Drug Company, 
who died in a Baltimore hospital at 
the age of 73, a victim of pneumonia. 
Mr. Hindes joined in business activi- 
ties with Capt. Isaac E. Emerson a 
year before the Emerson Drug Com- 
pany was formed, and was appointed 
secretary when it was organized, 


READY TO BREAK RECORDS ON GOLF COURSE 


This fivesome, recruited at the agency meeting at Del Monte, includes (seated), 

F. S. Payne, Hearst International Corporation; Richard A. Carrington, Jr., Oakland 

Post Enquirer; Frank Braucher, Crowell Publishing Company; and W. H. Keenan, 

Crowell's San Francisco manager. Standing is Louis Boone, national advertising 
manager of the San Francisco Examiner. 


later becoming treasurer, vice-presi- 
dent and president. 

After Capt. Emerson’s death in 
1931, Mr. Hindes was appointed 
chairman of the executive committee 


of all Emerson interests in accord- 
ance with Capt. Emerson’s will. He 
was chairman of the executive com- 
mittee of the Maryland Glass Corpo- 


ration, the Citro Chemical Company 
of America, the Emerson Hotel Com- 
pany and Bromo-Seltzer, Ltd., To 
ronto. 


CHRISTIAN 


HERALD 


Cross the Hudson 


and meet Ameria 


ACROSS THE HUDSON RIVER, outside the boundaries of Cook County, 
in all the country except the very largest cities, the outlook, stand- 
ards, ambitions and tastes of the people are distinctly different 
from those of the metropolitan centers. 


This is particularly true in the definition of “class.” 
Outside the narrow metropolitan limits, class is not measured by 
swank, wealth, flashiness, fashion or sophistication. 


It has but one measure — 
RESPECTABILITY 


RESPECTABILITY is compounded of family, character, béhavior, 
and adequate means. Respectable people are the leaders. Their 
trade makes or breaks the local merchants. Their example es- 
tablishes local laws. 


The advertising strategy of using class magazines to influence 

eaders is sound as long as the definition of class is accurate. But 
marks of leadership in the big cities invite suspicion in the smaller 
cities and metropolitan standards of class are usually wrong. 


The Christian Herald is read almost exclusively by respectable 
people. 

It is the outstanding class magazine in all communities where class 
is measured by respectability. 
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Goes to “Architecture” 


Robert H. Anderson, recently with 
McGraw-Hill Publishing Company, 
has been appointed representative of 
Architecture, New York, in Ohio, 
Pittsburgh and Detroit. He will 
make his headquarters in Cleveland 
and Pittsburgh. 


To Craven & Hedrick 


Craven & Hedrick, New York, have 
been appointed by the Charlotte Har- 
bor Hotel, Punta Gorda, Fla., to di- 
rect advertising during the winter 
season. Newspapers and magazines 
will be used. 


Announcement 


It is with pleasure that WHIO 
announces appointment of the 
Sawyer-Ferguson-Walker Com- 
pany as its national representa- 
tive. Association with The Day- 
ton Daily News, and the Spring- 
field News and Sun, has given 
Sawyer-Ferguson-Walker Com- 
pany a complete knowledge of 
the WHIO market. Intelligent 
and rapid handling of requests 
for program schedules, merchan- 
dising plans and market data is 
possible under this new ar- 
rangement. Sawyer - Ferguson - 
Walker Company offices are lo- 
cated in the Palmolive Building, 
Chicago, New Center Building, 
Detroit, and the Daily News 
Building, New York City. Your 
requests will receive prompt and 
courteous attention. 


33 S. LUDLOW, DAYTON, OHIO 


ALL MEMBERS OF 
FOUR A'S COAST 
GROUP AT MEET 


Gathering Puts Agency Busi- 
ness Under Scrutiny 


Del Monte, Cal., Oct. 29.—More 
than 150 persons, including 100 per 
cent representation from Coast agen- 
cies which belong to the American 
Association of Advertising Agencies, 
attended the first annual meeting of 
the Pacific Coast chapter of that or- 
ganization here Thursday and Fri- 
day. 

The first day’s sessions, which 
were closed, were presided over by 
Louis Honig, president of Erwin, 
Wasey & Co. of the Pacific Coast, 
and Don Francisco, vice-president of 
Lord & Thomas. Speakers included 
T. W. Braun, president of Braun & 
Co.; Frank Braucher, vice-president, 
Crowell Publishing Company; John 
J, Cahill, Dana Jones Company; and 
J. C. Morse, vice-president, Dan B. 
Miner Company. 

At the afternoon session, which 
followed the official luncheon of the 
Coast officers of the group, speakers 
included William T. Prosser, presi- 
dent of Strang & Prosser; David M. 
Botsford, president of Botsford, Con- 
stantine & Gardner, whose speech 
was read by Stanley G. Swanberg, 
vice-president of the agency; Leon 
Livingston, president, Leon Living- 
ston Advertising Agency; Dan B. 
Miner, president of Dan B. Miner 
Company; Don Belding, account man- 
ager of Lord & Thomas; and August 
J. Bruhn, manager, McCann-Erick- 
son, Inc. All but Mr. Prosser par- 
ticipated in.a discussion of account 
management, in which actual case 
histories were studied, and funda- 
mental rules for handling accounts 
were discussed. 


... STILL THEY COME 
4 STARS ¥ STARS ¥ STARS 


TO JOIN N.B.C’s RED AND 
BLUE NETWORK PROGRAMS 


OVER 


KSTP . 


(Exclusive outlet for Minnesota) 


Stars make Big Audiences . . . Big Audiences 


make Mass Sales! 


Here's another reason why 


KSTP dominates the 8TH U. S. RETAIL MAR- 
KET—that metropolitan trading area in and 
around Minneapolis and St. Paul where 74.3 
cents of every retail dollar in Minnesota are 


spent! 


Your sales message on KSTP reaches the Big, 
Profitable audience in Minnesota. 


For Complete Market Data, write 
GENERAL SALES OFFICE, KSTP, 


Minneapolis, Minn., or to our 


NATIONAL REPRESENTATIVES:—in 
New York . . . Paul H. Raymer Co. 
. . » in Chicago, Detroit, San Fran- 
cisco—John Blair Company. 


DOMINATES THE 8TH U. S. RETAIL MARKET 


“Fe 
. 


ame 


* : 


PUBLISHERS REST DURING COAST AGENCY MEET 


Seated on the hotel steps at Del Monte, Cal., where Pacific Coast 

chapters of the Four A's met, are E. A. Nusbaum, advertising man- 

ager, Oakland Post Enquirer; R. A. Garrington, publisher, Oakland 

Post Enquirer; C. R. Lindner, publisher, San Francisco Examiner; 

and L. C. Boone, national — manager, San Francisco 
aminer. 


A report of activities at national 
headquarters was presented by John 
Benson, Four A’s president, after 
which an “inquisition” was held in 
which all participated. The Thurs- 
day session then wound up with a 
talk by K. L. Hamman, retired 
agency head and past president of 
the Pacific Association of Advertising 
Agencies. 

The Friday morning session, which 
was thrown open to guests, was 
opened with a talk on trends in the 
advertising agency field by Mr. Fran- 
cisco, which is reported in detail 
elsewhere in this issue. He was fol- 
lowed by Mr. Benson and by Douglas 
McPhee, marketing counsellor, both 
of whose talks are also reported else- 
where in this issue. 

These speakers were followed by 
a symposium on “If I Were Space 
Buyer,” which was conducted by Nor- 
man Strouse and participated in by 
Howard Willoughby, general sales 
manager, Foster & Kleiser; Lewis E. 
Haas, business manager, San Fran- 
cisco Chronicle; W. H. Carey, assist- 
ant advertising manager, Time; and 
Harry Anderson, sales manager of 
National Broadcasting Company in 
3San Francisco. 

Mr. Willoughby pointed out that 
salesmen for the outdoor medium 
may often perform an important 
service in aiding prospective clients, 
and also reviewed the work of the 
various organizations in the outdoor 
field, including the Traffic Audit Bu- 
reau. 

Present Other Views 


Mr. Carey pointed out some of the 
pitfalls in buying magazine space, 
and cautioned space buyers to re- 
member that a good deal of value 
in this field is based on the future 
promise of a magazine, as well as 
on its present status. 

Speaking from the radio viewpoint, 
Mr. Anderson deplored the fact that 
radio has too often been sold on the 


strength of a “bright idea,” rather 
than on its merits as a medium. 

The importance of intangibles—the 
things that are not shown in Media 
Records reports—was stressed by Mr. 
Haas, in speaking for newspapers. 
He laid down a detailed set of points 
which he suggested space buyers 
look for in newspapers, including in 
his list a definite knowledge of the 
promotional methods employed by 
newspapers. 

Carroll B. Larrabee, managing edi- 
tor of Printers’ Ink, closed the morn- 
ing session with a talk on advertis- 
ing criticism, in which he pointed 
out that advertising need not defend 
itself to the public so much as it 
needs to educate the public. He 
urged advertising men to do their 
utmost to carry their case to the pub- 
lic, implying that if this were done, 
most if not all criticism would fall 
of its own weight. 

Friday afternoon was devoted to 
golf and bridge tournaments, and the 
meeting wound up Friday evening 
with a formal dinner. The first prize 
in the golf tournament was tied for 
by J. C. Morse, Dan B. Miner Com- 
pany, and Don Belding, Lord & 
Thomas. Cutting cards resulted in 
the awarding of the prize to the lat- 
ter. The bridge tournament netted 
a victory for Sidney Herzod of Fos- 
ter & Kleiser, and the major gate 
prize at the president’s dinner was 
carried home by Ed Gerth of Gerth- 
Knollin. 

Commenting to ADVERTISING AGE 
after the meeting, Louis Honig, who 
was general convention chairman, 
declared the meeting an unqualified 
success. - 

“The attendance of members was 
particularly gratifying,’ he _ said, 
“amounting to exactly 100 per cent 
representation.” Membership of the 
Four A’s Coast division now speaks 
for well over 80 per cent of the bill- 
ing originating on the Pacific Coast, 
he reported. 


In this group, which attended the Pacific Coast agency meeting, are Norman 

D'Evelyn, D'Evelyn and Wadsworth, Inc.; Morris Penter, San Diego Union- 

Tribune; Leon Livingston, Leon Livingston Advertising Agency; M. C. Mogenson, 
M. C. Mogenson & Co. 


The Week's 


New Programs 


New radio programs, changes in 
types of programs, and renewals of 
programs sponsored by national ad- 
vertisers which take effect this week 
are presented in this column, so that 
interested readers may keep abreast 
of new developments in radio adver- 
tising. 


Nov. 4 

Lehn & Fink, Inc., for Hinds 
Honey and Almond Cream. New. 
Monday, Wednesday and Friday, 4:30 
to 4:45 p. m., PST, over three sta- 
tions of NBC-KPO network. Origi- 
nates at KPO, San_ Francisco. 
Agency, Kenyon & Eckhardt, Inc., 
New York. 


Nov. 5 


Pet Milk Sales Corporation, for Pet 
evaporated milk. New. “Pet Milky 
Way.” Tuesday and Thursday, 11 to 
11:15 a. m., CST, over 36 CBS sta- 
tions. Originates at KMOX, St. Louis. 
Agency, Gardner Advertising Com- 
pany, St. Louis. 


Nov. 7 


Climalene Company, for water soft- 
ener. Renewal. “Climalene Carni- 
val.” Thursday, 11:30 to 12 noon, 
EST, over 13 stations of the NBC 
Red network. Originates at WMAQ, 
Chicago. Agency, W. S. Hill Com- 
pany, Pittsburgh. 

vvy 

Gruen Watch Company. Change of 
time. “Washington Merry-Go-Round.” 
Tuesday, Wednesday and Saturday, 
7:45 to 8 p. m., EST, over Mutual 
Broadcasting System. Originates at 
WOR, Newark. Wednesday origin 
changed to WOL, Washington. 


To Manufacture Signs 


Colorflex Corporation has been or- 
ganized at 5451 Hohman St., Ham- 
mond, Ind., to manufacture electric 
signs. 


CLEVELAND 


COVERING 
NORTHEASTERN 
OHIO — 


WHK 


in Cleveland is - - 


FIRST in audience pref- 
erence —CBS basic 
network. 


SECOND in power— 
2500 watts daytime, 
1000 watts evening. 


SECOND in desirable 
frequency. 


FIRST in advertising 
dollar volume during 
1935. 


WHK 


1311 Terminal Tower, 
Cleveland, Ohio 
H. K. CARPENTER, Gen. Mgr. 
C. A. McLAUGHLIN, Sales Mgr. 


FREE & SLEININGER, Inc., 
National Representatives 
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FRANCISCO CITES 
PERILS IN PATH 
OF AD AGENCIES 


(Continued from Page 1, Col. 2) 
ices, would be a calamity for both 
advertiser and agent.” 

Certain unmistakable trends in the 
advertising business should be 
closely watched, Mr. Francisco said. 

“The total volume of advertising 
is gaining. Mass media are winning 
more consideration. Radio is show- 
ing astounding increases. Color (as 
well as black and white) photog- 
raphy is worrying artists. Copy 
testing is being employed more and 
more. There are indications that 
premium schemes and contests may 
have passed their peak of effective- 
ness. Payrolls and taxes are going 
up. Newspapers and advertising 
sheets with free circulation are 
gnawing at the revenue of dailies.” 

From the standpoint of advertis- 
ing agency management, however, 
the most important underlying trend 
is the tendency of agency business 
to become more and more complex, 
he stressed. 


New Deal a Factor 


While all business has been made 
more difficult by the depression and 
more complicated by the New Deal, 
the natural trend was in the direc- 
tion of more complexity in agency 
business, even without the abnormal 
economic and political influences of 
the past six years, he said. 

Citing his own case as typical of 
that of most of the agency men 
present, Mr. Francisco told of con- 
ditions 15 years ago when he joined 
the Los Angeles office of Lord & 
Thomas. 

At that time, the office manager 
was the only account executive. He 
contacted clients, wrote copy, inter- 
viewed media representatives, or- 
dered layouts and illustrations from 
free lance artists. For research the 
manager hired someone from out- 
side, and let the client or the printer 
handle the direct mail, and “never 
dreamed of getting into radio and 
the show business.” The manager 
even had time to play golf regularly, 
he added. 

“Today, each of these functions, 
except the golf, is handled by a 
specialist and each account is 
watched over by an account execu- 
tive who has had an appropriate 
type of merchandising and adver- 
tising experience,” Mr. Francisco 
pointed out. 


Agencies Quick to Respond 


For every copywriter on his staff, 
Mr. Francisco said, there are now 
nine employes who do no writing. 
This condition exists, he said, in an 
agency that “has traditionally held, 
and still holds, that the production 
of effective copy is by all odds the 


most important service which an 


agency renders a client.” 

“Every $100,000 of billing in our 
Los Angeles office now requires 
three times as many employes as 
we had 15 years ago,” he declared. 

Citing this as an example of poor 


AY SCHOOLS 


ADVERTISING & COPY 
COMMERCIAL ARI 
COM'L PHOTOGRAPHY 
LAYOUT AND LETTERING 
MEN'S FASHIONS AND 
PHOTO - RETOUCHING 


Dept. L. V., 116 S. Mich. Blvd., Chicage 


FACE CAMERA IN CALIFORNIA SUNSHINE 


This group, taken at the agency meetin 


at Del Monte, includes Roy A. Brown, 


Sanger Herald; George Morell, Peninsula Newspapers, Inc.; Allen Griffin, Mon- 
terey Peninsula Herald Company; and E. H. Wilder, San Francisco manager of 
the California Newspaper Publishers Association. 


STORE MANAGER 
SAYS WSM 
UPPED SALES 


e@ Jack Regen, Manager Tennessee 
Piggly-Wiggly’s leading store unit, says: 
“Practically every basket checked past 
our cash counter contains Oxydol, Chase 
and Sanborn or Maxwell House Coffee, 
Faultless Starch, Jello, Wesson ; 
Neuhoff Meats, or some other radio ad- 
vertised products. In fact, the food 
products advertised through WSM are 
almost without exception the leading 
sellers in my store.” 


WSM, 50,000 Watts, Nashville, Tenn. 


management if agency management 
is to be measured by its ability to 
increase billing and decrease over- 
head, Mr. Francisco said he would 
be embarrassed to make the admis- 
sion if he did not feel that it re- 
flected a trend in most agencies. 

As business has become more com- 
plicated, so has agency service be- 
come more involved, Mr. Francisco 
said, in analyzing factors in the 
trend toward complexity. In gen- 
eral, he said, agencies have been 
quick to respond to the new needs 
and opportunities for counsel and 
service. Occasionally, to clear the 
way for advertising, the agency has 
had to go into many phases of 
marketing with which it was not 
previously concerned. 


Calls Added Commission Inadequate 


At the same time, the agency has 
had other duties handed to it by 
clients faced with decreased incomes 
and the need for reducing expenses. 

“While there were additional com- 
missions involved in this new work, 
they were generally far from com- 
mensurate with the amount of time 
and effort they entailed,” he said, 
“and generally occurred while the 
agency was under the same com- 
pulsion to reduce expenses for the 
same reasons that impelled the 
client to do so.” 

Comparing agency service to that 
rendered by an architect or broker, 
he pointed out that the customer did 
not expect either of these persons to 
keep a staff of experts on hand to 
service his account if it became in- 
active. 

“In an advertising agency, with a 
partial curtailment of a client’s ex- 
penditures, it is sometimes impos- 
sible to curtail service. Often a cut 
in an appropriation is but an evi- 
dence of new problems tc be solved 
and sometimes as much copy must 
be turned out as for a campaign of 
normal size.” 

According to John Benson, Four 
A’s president, there is in all prob- 
ability more work being done by 
advertising agents today, on less 
volume, than there was in the boom 
year of 1929, Mr. Francisco said. 

Special copy for each class of 
medium, and different copy for dif- 
ferent localities, were also cited as 
additions to agency work. A new 
load on agencies has been the in- 
creasing number of cooperative cam- 
paigns for factory and _ dealer. 
Increased complexity of merchan- 
dising has obliged men to spend 
more time in the field, to study local 
conditions, and to address sales 
meetings. 


Loss of Continuity Seen 


Before the depression, there was 
time for long range planning, with 
plans and schedules being approved 
a whole year in advance. After ap- 
proval of a plan by one account the 
follow-through was largely in the 
hands of the production department 
and the time of top executives was 
relieved for work on a campaign for 
another client. With most accounts, 
this is no longer possible, Mr. Fran- 
cisco said, since conditions are 
changing too fast. There has de- 
veloped something of a month-to- 
month policy. 

As a result of this practice, Mr. 
Francisco believes, “advertising cam- 
paigns are showing a loss of con- 
tinuity, and plans and copy are 
doing more jumping around.” With 
every account “hot” at the same 
time, which today usually means all 
the time, “the agency’s only answer 
has been more man power,” he said. 

Mr. Francisco then touched upon 


the added duties pressed upon agen- 


cies by rapid growth in use of 
radio. The work and expense of 
handling radio broadcasting is gen- 
erally greater than that entailed in 
preparation and placing advertising 
in other media, he declared. 
“Agency service has become elab- 
orate and expensive for reasons 
which in part have been beyond the 
agency’s control,” he said. “The 
needs of advertisers vary, and since 
the agency commission is paid by 
media to develop and maintain ad- 
vertising volume, it is often neces- 
sary for the agency to perform serv- 
ices which are not strictly agency 


functions, but which are indispens- 
able to the advertising’s success. 
Service has increased not simply be- 
cause advertisers demanded it, but 
also because agencies thought they 
saw the need of giving increased 
assistance.” 

The Four A’s is performing valu- 
able service in handling some of the 
research work that can be done for 
all agencies in one joint undertaking, 
he pointed out, adding that the As- 
sociation of National Advertisers is 
also performing a similar service 
for its members and the advertising 
industry as a whole. This, he said, 
is one way to lighten the load of the 
individual agency. 

“As the problems of distribution 
and selling multiply, it is natural 
and proper that a more complex and 
burdensome load be thrown on agen- 
cies. But this has a tendency to 
narrow net profit and can only be 
offset by larger units of appropria- 
tion. In the face of the burdens 
which business must carry, these 
may for the present have reached 
their limit. If this proves true, this 
would lend new emphasis to the 
perpetual problem of controlling 
agency overhead and expense... 
of reaching a definite understanding 
with each client concerning the serv- 
ices he requires, and the terms 
under which they will be rendered.” 

“Today,” Mr. Francisco said, “the 


average agent considers as within 
the scope of his service, all details 
concerned with the package, pro 
duct and service literature; dealer 
tie-up; display; educating salesmen 
or promotion men to properly utilize 
the advertising; stimulating the self- 
interest and cooperation of the 
trade; sales policies; methods of 
distribution; territories; quotas; 
conventions; market surveys and 
sales analysis.” 

Earnest Elmo Calkins described 
the modern agency as “a department 
store where pretty nearly everything 
pertaining to the marketing, pack- 
aging, merchandising, distributing, 
advertising and selling of goods can 
be had on demand,” Mr. Francisco 
pointed out. 

When the agency commission was 
finally standardized at 15 per cent 
few of these secondary services were 
considered standard practice, he de- 
clared, adding that in many in- 
stances, therefore, they can be main- 
tained only at the agent’s neglect of 
his natural functions. 


Metcalf Appointed 


George T. Metcalf, Providence, R. 
I., has been appointed for advertis- 
ing of American Paper Tube Com- 
pany, Woonsocket, R. I., maker of 
tubes of all types for textile mills. 
Business papers in the textile field 
will be used 


with sources of supply. 
inches—$2.50. 


Chicago. 


Business Connection........... 
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TURN SPARE TIME INTO MONEY 


Here is the book you have been waiting for. Tells how hundreds 
of men and women have made money on the side or started a 
business of their own. Gives you the information needed to start 
a similar business. No bunk about this book. It gives names, 
locations and facts. Valuable reference section puts those desir- 
ous of starting a business or making money at home in touch 
500 pages. 


Cloth binding. 51/2x8!/2 


IF YOUR BOOKSTORE DOES NOT HAVE IT USE THIS COUPON 


DARTNELL CORPORATION, Publishers, 4660 Ravenswood Ave., 


Send on approval, subject to 10 days’ examination, the new 
Dartnell book: “One Thousand Ways to Make $1,000.” 


ad 6 6.6 618 8h © O08 Be Ok Se eee eee 


NOW READY 
FOR DELIVERY 


If you are looking for a way to 
make money without work don’t 
send for this book. But if you 
are not afraid of hard work, and 
have a real desire to succeed, 
this book will help you get 


started. Among the thousand, 


money-making plans: 


Starting a “Flower-a-Day” Service 
Good Profits from a “Sale” Barn 
A Post Card Advertising Business 
Making Money from Worn-Out Tires 
Meals for Dogs Is a Business Now 
Mrs. Fox Mink Ranch 
Starting a Drugless Drug Store 
Things You Can Make and Sell 
Selling Fighting Fish by Mail 
A Storeless Shoe Business 
Style Scouting with a Camera 
There’s Money in Tomato Juice 
Walking-the-Dog Is a Business 
Cashing In on the Venetian Blind 
Vogue 
Goat Dairying a Coming Business 
It's Fun to Sell These Things 
A Smart Way to Market Broilers 
What Can Be Made from Clam Shells 
An Airplane Junkyard Business 
Funeral Flags and Burial Dresses 
A Roadside Bookstore Pays 
Promoting a Small Business 
Things You Can Invent and Patent 
Rattlesnake Meat Is a Delicacy 
Selling Your Services 
Pin Money Ideas for Women 
Raising Money to Start a Business 
Roadside Stand Opportunities 
Snapshots Pay Vacation Bills 
The Market for Sports Pictures 
Opening a “Used” Magazine Store 
Profitable Auto Travel Business 
Quick Profits from Mushrooms 
“Dollar Pups” Make Pet Store Pay 
Beekeeping for Profit 
A Different Kind of Poultry Farm 


And hundreds of other practi- 
cal ideas—every one of which 
has been proved successful. 


DATA BOOK FOR SALESMEN 


Dartnell has developed a 
handy vest-pocket data and 
personal record book for sales- 
men. Ideal for a sales execu- 
tive to give to his men as an 
expression of appreciation for 
their personal co-operation 
during 1935. Bound in black 
sheep skin; gold edges. $1.50 
each; $15.60 a dozen. 
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WALKING BACK FROM AN ENJOYABLE RIDE 


David M. Davis, Seaqram Distillers Corporation, and Phil Kelly, Harry Latz 
Company, trek down the Atlantic City boardwalk after a ride between sessions 
of the A.N.A. 


Continental Agency 
Group Adds Member 


LaPorte & Austin, 330 W. 42nd 
St., New York, have been appointed 
representatives, in the New York 
area, of the Continental Agency Net- 
work, affiliated agency group headed 
by John Falkner Arndt & Co., Phil- 
adelphia. 

Other members of the group are 
Larcher-Horton Company,  Provi- 
dence; Hughes, Wolff & Co., Inc., 
Rochester, N. Y.; Walker & Downing, 
Pittsburgh; The Fensholt Company, 
Chicago; Scott-Telander, Inc., Mil- 
waukee; Anfenger Advertising Com- 
pany, St. Louis; Dan B. Miner Com- 
pany, Los Angeles; Brewer-Weeks 
Company, San Francisco; and Daken 
Advertising Company, Seattle. 


W. S. McClevey Dies 


William S. McClevey, for many 
years secretary and treasurer of the 
International Typographical Union, 
died recently in St. Louis, Mo. He 
had also been associated with the 
American Press Association in Chi- 
cago, and Western Newspaper Union 
in St. Louis. 


A. & P. Quits Loss 


Leaders in Louisville 


A. & P. has virtually discontinued 
the use of week-end loss leaders in 
its Louisville, Jeffersonville and New 
Albany stores, announcing that here- 
after all items will always be sold 
at the lowest possible cost, 

“It has always been the practice to 
offer several items at cut prices over 
the week-end,” the A. & P. announce 
ment said. “However, under A. & 
P.’s new policy these prices will be 
in effect every day of the week.” 


Adwomen Raise Funds 

Philadelphia Club of Advertising 
Women held a bridge party at the 
Benjamin Franklin Hotel Nov. 1 to 
raise funds for the annual Christmas 
party given by the club for 100 poor 
children. 


Bastian Names Bielland 

Advertising of Bastian Brothers 
Company, Rochester, N. Y., maker of 
advertising specialties, has been 
placed with the O. Bielland Agency, 
Miami, Fla. 
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BIG PEOPLE 


s a 
in their industry—asa like companies of leadership calibre in 
most fields, Cutler-Hammer uses the modern HEINN LOOSE-LEAF 


Branch Offices: Chicago — Cleve- 
land — Detroit — Indianapolis — 
Los Angeles — Minneapolis — New 
York — Philadelphia — Rochester 


system of selling-by-catalog. 
There must be reasons—study 
them in our new brochure, 
“The Catalog Question.” 

THE HEINN COMPANY 


Dept. 915, 326 W. Florida Street 
Milwaukee Wisconsin 


Originators of the Loose-Leaf System of Cataloging 


ALN. A. OKEHS 
WIDENING BASE 
OF RESEARCH 


(Continued from Page 2, Col. 5) 
right to throttle and restrict com- 
petition, or to create dangerous mo- 
nopolies. Advertising is so great a 
social force that those who wield and 
direct it must look on the right to 
advertise as a trust.” 

There were points of similarity 
between the views expressed by Mr. 
MeNair and the next speaker, Mal- 
colm Muir, president, McGraw-Hill 
Publishing Company, both suggesting 
that advertisers do something to 
make the public realize the burden 
the fiscal policies of the present ad- 
ministration is placing on the wage 
and salary classes. 

Mr. Muir, who spoke off the record, 
told ADVERTISING AGE he could sug- 
gest to advertisers that, as one way 
to accomplish needed reform and at 
the same time to overcome resistance 
to maintain or increase prices for 
their product, they could include in 
their copy statements such as: 

“We could price our washing ma- 
chine at $13 less this year, having 
saved that much through improved 
manufacturing methods, but we are 
prevented from doing so by increases 
in our taxes.” 


Urges Public Education 


He spoke with approval of recent 
advertising of a large cigarette manu- 
facturer which included the state- 
ment that six cents was paid on 
every package in federal taxes alone. 
He advised advertisers to act indi- 
vidually in teaching the consumer 
the economics of business and gov- 
ernment and to employ a variety of 
methods so that the public would not 
misunderstand the purpose. 

The address of Effie I. Raitt, presi- 
dent, American Home Economics As- 
sociation, is reported elsewhere in 
this issue. She told the views of the 
organization she represents with re- 
spect to what advertisers can do to 
remove consumer suspicion. 

W. M. Kiplinger, Kiplinger Wash- 
ington Agency, looking into the 
future for the benefit of members 
and guests attending the banquet, 
predicted that home construction in 
1936 will double the volume of this 
year’s building. 

He believes automobile production 
will increase 20 per cent next year 
and that there will be an increase of 
about the same proportion in durable 
goods industries. The improvement 
in demand for consumer goods regis- 
tered this year will not continue at 
the same rate in 1936, he said. 


Government and Advertising 


Mr. Kiplinger reiterated his opinion 
of a year ago that the New Deal is 
not hostile to advertising. 

“While government regulation of 
advertising continues as an issue, it 
is very vague,” he said. 

“The threat will arrive from time 
to time in future years. Advertisers 
and mediums have done a good deal 
to clean up advertising but they have 
not yet done enough, for there are 
still plenty of misleading, exagger- 
ated claims in advertising. If ad- 
vertising does not take care of its 
own abuses, there will be government 
regulations similar to those set up for 
utilities, securities and agricultural 
products.” 

Mr. Kiplinger gave reasons why 
he thought advertising would in- 
crease 15 to 20 per cent next year. 
He named Landon and Knox as the 
two strongest candidates for the Re- 
publican nomination. 


Manny Joins Schulte 


Lloyd L. Manny has been appointed 
manager of the business service de- 
partment of H. B. Schulte Company. 
Inc., Miami advertising agency. 


WWL Is CBS Outlet 


WWL, New Orleans, on Nov, 1 be- 
came affiliated with the Columbia 
Broadcasting System, replacing 
WDSU in the local field. 


The rates for this department are as follows: 


» Haw Wanted” and “Situations Wanted,” 30 cents a line, minimum 
charge $1. 
All other classifications (single insertion rates): % inch, $2.75; 1 to 3 in., 


per in., $4.75; 4 t 


o 6 in., per in., $4.50 
13 to 


per in., $4.00; 
contracts. 


15 in., per in., $3.75. 


to 9 in., per in., $4.25; 10 to 12 in., 


Write for discounts on term 


HELP WANTED 


POSITIONS WANTED 


LEADING business publication re- 
quires services of experienced sub- 
scription salesmen with successful 
record on trade papers; Boston, Cin- 
cinnati, Detroit and St. Louis now 
open; 
worker; reply stating exper. and ref. 


PHOTO-OFFSET 


SAVE TYPESETTING and ENGRAV- 
ING COSTS BY PHOTO-OFFSET. 
most economical printing process. 
Reproductions of sales letters, price 
lists, bulletins, pamphlets, illustrated 
advertising literature, diagrams, etc. 
600 COPIES—$2.50 
Additional hundreds—20c. 
Samples on request. 
LAUREL PROCESS, 480 Canal St., N.Y. 


PHOTO-POST CARDS 


NEW! Actual photographs of your 
products on post cards! Create inter- 
est and stimulate business with low- 
cost PHOTO POST CARDS. Send for 
samples and prices today. GRAPHIC 
ARTS PHOTO SERVICE, Box 365, 
Hamilton, Ohio. 


MULTIGRAPHING— 
MIMEOGRAPHING 


Small erders er large runs at rea- 
sonable rates. Addressing and mail- 
ing. Rush orders delivered promptly. 
Careful, accurate work. Rugere, Room 
1136, 565 W. 42 St., New York. 
PEnnsylvania 6-5970. 


attractive proposition to real] j 


WILL YOU BUY POTENTIALITY? 
Eager for a real opportunity and pos- 
sessed of tested creative talent, untir- 
ing energy and enthusiasm, this re- 
cent college graduate seeks advertis- 
ag or sales promotional position; 
salary secondary consideration; for- 
mer editor-business manager of cam- 
pus monthly magazine, is familiar 
with type, layout, copy, etc. Asks but 
one concession: Advancement com- 
mensurate with proven worth. Box 
646, ADVERTISING AGE, N. Y. C. 


OFFICE EQUIPMENT 


OFFICE MACHINERY AT HALF 


Write for Free List of 
Typewriters, Addressographs, 
Duplicators, Folders, 
Dictaphones, and Supplies 


PRUITT, INC., 528 Pruitt Bldg., CHICAGO 


BUSINESS OPPORTUNITIES 


—A NEW SERVICE— 
National Advertisers can now reach 
buyers through another woman's 
word by placing space in a woman’s 
shopping column syndicated to 12 
leading newspapers in Eastern Sea- 
board Area. An intimate chatty way 
to present foods, cosmetics, wearing 
apparel, etc., to circulation of one 
million readers. Write Jean Gordon, 
Times Bldg., Rochester, N. Y. 


Join Baskin Staff 


Louis D. Kuppenheimer, Jr., and 
James W. Cobb have joined the copy 
staff of Salem N. Baskin Advertising 
Agency, Chicago. Mr. Cobb was for- 
merly with Roche, Williams & Cun- 
nyngham. 


Plans Repeal Campaign 


The Kentucky Repeal & Regulation 
League plans expenditure of approx- 
imately $50,000 in a campaign di- 
rected to voters in an effort to repeal 
the Kentucky prohibition amendment 
at the November election. 


not” to the second. 


My fee for such serv- 
ices are so moderate 
that the advertising 
manager, even scan- 
dously underpaid as he 
probably is, can well 
afford to pay it out of 
his own jeans — if he 
happens to have a hard 
boiled Treasurer. And 


Advertising 
Manager 
Seeks Counsel 


He sent a file and schedule of his trade 
paper advertising, asked if his copy could be 
improved. Also he wondered if his appro- 
priation of about $15,000 is justified. 


In a letter of 1,200 words he was told 
“No” to the ‘first question and “probably 


The booklet “WHAT’S WRONG WITH ADVERTIS- 
ING?” gives a fair idea of what I d 
some other material will be sent on receipt of 6 cents stamps. 


Charles Austin Bates 
18 East 48th Street 


it may prove an excel- 
lent investment for him 
as well as for his house. 
It has been my lot to 
handle a great deal of 
trade paper advertising 
—and I am strong for 
it. 
Too bad so much of it 
is not better done. 


o and how. It and 


New York 
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Advertising Age publishes 
more information on adver- 
tising and merchandising than 


any other journal in America. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 
Member A. B. C. Member A. B. P. 


New York Chicago . Atlanta San Francisco Los Angeles 
330 W. Forty-second St. 100 E. Ohio St. Walton Building Russ Building 536 S. Hill St. 
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COPY TESTING 
SEEN AS MOST 
PRESSING NEED 


(Continued from Page 1, Col. 4) 
ment. Interest in this matter has 
done much to divert the attention 
formerly paid medium costs, though 
there will be no curtailment of the 
association’s comprehensive program 
for providing members with the facts 
required for scientific purchase of 
space and time. 

“If I should be suddenly told to- 


morrow that the costs of all the me- 
dia I was using were reduced 20 per 
cent, I would think a pleasant mira- 
cle had come to pass,” a leading food 
advertiser, explaining his own fever- 
ish interest in copy-testing, told 
ADVERTISING AGE. 

“As I believe we will obtain re- 
sults from this study which will en- 
able the average member to increase 
the effectiveness of his copy 20 per 
cent, Iam looking forward with great 
eagerness to the equivalent of a 20 
per cent reduction in medium costs. 
Naturally, I think we can’t get this 
information too quickly.” 

Perceiving the eagerness of the 
membership, Mr. Dyke cautioned pa- 
tience and warned against placing 
hopes too high. He said there could 
never be a set of rules, which, fol- 


lowed automatically by all advertis- 
ers, would result in 100 per cent ad- 
vertising effectiveness. While he be- 
lieves facts gleaned from research 
will be of great help, he pointed out 
that the biggest factor will always be 
the quality of individual creative ef- 
fort. 

The scope of the copy-testing proj- 
ect is so wide and deep that no date 
for its completion can be set. When 
the work has been completed and re- 
viewed by a board composed of the 
country’s leading psychologists, the 
results will be published in handbook 
form for practical use in determining 
methods best suited to individual 
needs. 

The food and drug meetings at- 
tracted the biggest attendance dur- 
ing the time devoted to departmen- 


tals. The principal topics brought 
before the drug group were the 
“baby Tugwell bill,” pending in New 
York and other matters with respect 
to adverse legislation. 

The concensus of the food adver- 
tisers was that the disclosures made 
by the Patman committee had had 
little repercussion on manufacturer- 
dealer relations. 

A discussion of the promotional 
merit of the seal of the American 
Medical Association elicited the gen- 
eral opinion that it was practically 
valueless, except where infant foods 
and products on which a physician’s 
advice is usually asked are con- 
cerned. 

The situation with respect to or- 
ganizations of bona fide consumers, 
such as the American Home Econo- 
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SHOW ISSUE 
THE, JOBBER'S OPPORTUNITY 
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IS 85% COVERAGE ENOUGH? 


IN THE SELLING DIVISION OF 
THE AUTOMOTIVE INDUSTRY 


EGINNING with the December 


Through careful selection of 


New York .- 


issues of the publications 
shown above, it will be possible 
for any advertiser or advertising 
agency to cover the wholesale 
and retail branches of the auto- 
motive industry with a precision 
and economy heretofore impos- 
sible of attainment. 

Having demonstrated, through 
the most comprehensive and in- 
tensive investigation of the indus- 
try ever attempted, that the three 
divisions of the selling branch re- 
quired separate publications to 
serve them adequately, the Chil- 
ton Company has established 
these publications, and offers 


them to advertisers in this field as the most flexible 
and economical method of attaining results pos- 
sible in the entire field of automotive advertising. 


AUTOMOBILE 


TRADE JOURNAL MOTOR AGE 


A specialized, modern business 


paper edited exclusively for 
automobile dealers. 


CHILTON COMPANY 


HOW THESE PUBLICATIONS 
WERE ESTABLISHED 


BY FACTS! 


A six months’ investigation into 
the present condition of the auto- 
motive market, an investigation 
costing in excess of $50,000, has 
revealed some new and startling 
facts about this industry that de- 
cided the Chilton Company on es- 
tablishing three publications to 
cover this industry most com- 
pletely, in place of one “blanket” 
publication. The facts revealed by 
this investigation are of vital in- 
terest to any one selling to this 
industry. Ask any Chilton repre- 
sentative to show you the new 
trends in markets revealed by this 
survey—or write for them. 


A practical business paper 


for the automotive mainte- 


nance field. 


readers both through subscription 
effort and by editorial contents, 
these three publications show a 
demonstrated sales volume on the 
part of their readers equivalent to 
85% of the total for the industry. 

The economy of being able 
either to cover the entire sell- 
ing division of the industry with 
these three intensively read pub- 
lications or to cover any one 
of its three branches (car dealer, 
maintenance, or wholesale) 
separately and completely, has 
proven a revelation to advertis- 
ing men and sales managers 
everywhere. 


Write today for complete details on the publi-” 
cations and the amazing facts brought out by the 
Chilton investigation. 


MOTOR WORLD 
WHOLESALE 


A new type business paper for 
the automotive jobber and his 
salesmen. 


PHILADELPHIA, PA. 


CHESTNUT AND 56TH STREETS 


Detroit - 


Cleveland - 


Chicago 


Boston - 


San Francisco 


mics Association, was surveyed with 
no trace of alarm. Members said 
they believed these organizations 
were sincere in requesting the coop- 
eration of responsible manufacturers 
and that this cooperation should be 
extended. 

A favorite topic of discussion 
among the knots of food advertisers 
which formed at odd times during 
the convention was the possibility 
for cooperative advertising by manu- 
facturers of two or more related 
items, such as crackers and milk, 
and coffee and cigarettes. 

The sessions at which media were 
privately discussed were uneventful 
in the main. There was a small stir 
when the representative of a leading 
soap advertiser introduced a report 
showing the net increases put into 
effect the past year by a number of 
newspapers which were named. 

The radio session furnished an oc- 
casion for a long discussion on ways 
and means of measuring circulation, 
a subject made pertinent by plans 
afoot for forming an A. B. C. for 
radio under the sponsorship of the 
A. N. A. and the American Associa- 
tion of Advertising Agencies. The 
concensus was not revealed on any 
point. 


Dr. Bleyer, Journalism 
School Director, Dies 


Dr. Willard Grosvenor Bleyer, 
founder and director of the Uni- 
versity of Wisconsin school of journal- 
ism, died suddenly at his home in 
Madison Oct. 31 of a cerebral hemor- 
rhage. He was 62 years of age. 
Funeral services were held Nov. 2. 

Dr. Bleyer was the author of many 
journalism textbooks and had been 
chairman of the National Council on 
Education for Journalism since 1923. 
Surviving are his widow, Alice, and 
a brother, Addison M. Bleyer of 
Oshkosh, Wis. 


Buys “Marine Review” 

Marine Review, established in 1878, 
formerly published by the Penton 
Publishing Company, Cleveland, has 
been purchased by Simmons-Board- 
man Publishing Company, New York, 
and will be merged with Marine En- 
gineering and Shipping Age under 
the title, Marine Engineering and 
Shipping Review. 


Pearsall Promoted 


F. E. Pearsall, for the past four 
years regional sales director for Cam- 
pana Sales Company in the New York 
office, has been promoted as head of 
a new division of the company, with 
headquarters at the executive offices 
in Batavia, Ill. He will be director 
of merchandising. 


Gets Engel Account 
Jane Engel, Inc., New York, has 
appointed Kelly, Nason & Roosevelt, 
Inc., to direct the dress retailer’s 
magazine and newspaper advertising. 


i; YOUR SE RVICE® 


ul NEW YORK CITY 
ATTENTION OF — 


All Advertisers— Account Execu- 
tives—Sales Managers—Copy Writ- 
ers—Space Buyers and Artists visit- 
ing or living in New York ..... 


The 26 story Hotel Piccadilly is in the very 
center of Times Square—Great Theater-ing! 
(Within 4 minutes WALK of ‘Radio City,” 
69 theatres and Madison Square Garden.) 
8 minutes to Grand Central—Great Time- 
saving! Bright, richly furnished rooms with 
all up-to-the-minute conveniences—Great for 
Living! After 11 p. m. a location as quiet 
as a country lane. That, plus deep soft beds 
means—Great Sleeping! 60 watt bathroom 
bulbs—Great Shaving! And—daily rates 
from $2.50 (weekly from $11.50) are—Small 
when Paying! 


Pick the Piccadilly . . . the 
Right Hotel for Light Sleepers 
and—Light Incomes. In the 
hub of things yet out of the 
hubbub! Phone or write for 
free ‘“Map-Guide. of N. Y.C.” 


ee as : 
2 a 
Posie parte 
ase isa 
ms Meh 
feats Cuaaestiey 
Bs iw sa 
Pag coe Wh 
bal Se Aig Ue 
3 cht Ps te 
eset) 
Ne aye aa | | | | 
ei 
Re UE. Nee i LES 
oe pone 
Sy te pha 
oe eee ae , ey 
Re oy Be f ot “uae a 
Pah Oee Ce 4 Siar 2 3 a . 
Uhh ae ee : : ee : ee ‘ 
LS pentane saat j - 2S CTR en Ty 6 BBO ah Ree : Petit 
Le pee Son ae a et : 
reteset eae te soe q &: \ Fe x H 
Pay one re} z Raat iy 
wae Peas q a ies ‘‘. 
gece te he A, bh whe, i 
Sea Sn a a - -& 
Re iret ayes : aw 
FS Sta ney : a 
Is ae Ae ea | aa . ae 
pa ser daa 4 ’ 
y np ah Se a 
sak tee ie o- d CHILTON 
Uae os rere : Pe . 
i or : VOTED 7, PRUE AP On 
Pe Be ' 
nee oar t a NTERES rs or 
ot ae | pe eet og 
se a Mae $ Ske NT Rep 
pe i al ae AIR § 
pis Hera eae k ‘ * i . Stop 
Se ae ae iN TH 
OS et es x 
: ; ; 'S ISsug 
1 be | ; he tne cn VIC j 
; : - —_ . 
Ft < * he hag ae MY cnet hig 
a ‘ mm jn This Wss¥® wi ; Sri a 
; % eae ae ; meee SSO pe Shoe nat Fe 
; * ¢ = P 
y os Rant é te * er. 
i. of HE ee . i eh rma, we 
> : . vA ne ee . ‘ : t AUR Seay mans on " 
: aed i rege Oe een ae ae P ‘4 te : Ae eng 3 a. 
. — ss SSSSrer: 4 
: a . "e % Ps As Te eS my 
f 4 . Pn Mis | * eee oe ts 
3a Soe we : < {9 OO DECEMBER,1995—°" / 5 ae wt » 
oe ee ea e ont es et it Sh Mia Tee ae eS ; Seve mes es 
ih ees Pan sone ¥ wee ot Se be “a ‘ * A es, 
ees a i ne “s toe pas eS et he S « ate EL RE NS SREY ee ‘ 3 SES a 
eer ” * . ese a age es de eel ERS BR eae oa @ Ta tea 
a : <f a : = oes ‘ 
gee s,s Pape ‘ ‘ < { fess = = A o & me kiaeyd 
RNA ’ ¥ Ys oS, we} ne Bake SST : 
ee eek : tee nent a ie ~ sy i : nl : 
Epa hs ki fs La ace, Osa © : re Sao: ‘ : ‘ Ay 
pee eee gh C0 atte ee Ot ; : rl # 
eee TE ys % ‘ ° * y : 
We ie Roe : m and PO ee SASS No a ax : my —_ ; 
Se Salt ate oe : ea SS => j 
ae : 5 ~~ — a —-- f 
= SS 
bi cae, ro ae —_ r 
Dp Pe tial Seg 
ee tid ie bn pe 
Ee are 
eee : 
pee aoc ij 
ee ne 
hee ce } 0s 
a 7 i 
ee ee 
eo ee 
Poiana ‘ Hi eel a 
3 7 Et hie Gee 
ef ee. 
‘ > z ae si 
ee ee ——————————————— ee 
aa: 
ed al ae 
My 
oa 
Rieke 
potato ryt a es 
ae ee Berges 
Sone ce rs 
se 
ee ; 
Aly Ene Ze af 
he Be nrg oes : 
eas oe rae 
Se ea 
BN gist ol dee 
Cr Pan ee i 
nee i ‘ 
heal dieaieneentaaianttalianeeteeiibnmenitinaeniaatmeetamontend 
Be 
Sees eer 
Stiniins: 
PS SHEE 
| Bh 
Ita 
' eee eee 
Tyyssesie: 
: HPI 
“ Sissi 
Sillissese 
: Shi: 
Shirt 
S3SS383ii2 
* 22 toeet 2223: i 
A5""STREET JUST WEST OF TIMES SQUARE i 
Ww. STILE* KOONES MANAGE ? 
4 
7 
eS i i 4 oe SPORE are iepet Sache cella SON i ili a, alle Fai peat tk rh escape et eee eee mall ear Sy ae ae eae 9 ye iS ee, is on eae Cems Cumin Att Muertos ferns oP 
Lea ea, St ee ee re ae : aah pe NO Bee api c : F z F . a z ‘ = see, pon w ‘ i ; e . G 
Ep RE SE Ie Oe ee RTE ees ae A RMR em Bevo Tee ee Wc ees Rotem OE es ee emg she pea et eke haces TS ayes ee ee ee ieee ries Bacay a ge tO ane | Ee eee ee a rly treet ay one a ee 
OR Bie | ARSE om gen ty oF Becbane Ver oP ge rin gre ry Je og Ga Oh (a ey ROP RTE DE SM Yas 71 ea gan SS Sis er Ret erie at Pere Ceas (on. RS ORO Re eM EUR AED easy ee gt cai CUIt RMR te Wy Get pea me Od at ps ef eo RT eel 


1935 


——$—$_. 


with 
said 
tions 
coop- 
urers 
ld be 


ssion 
tisers 
uring 
bility 
nanu- 
lated 
milk, 


were 
osntful 
il stir 
ading 
eport 
_ into 
er of 


in oc- 
ways 
ation, 
plans 
’. for 
f the 
socia- 

The 
1 any 


Dies 
leyer, 
Uni- 
irnal- 
ne in 
emor- 
age. 
Lb Be 
many 
been 
cil on 
1923, 
, and 
ar of 


November 4, 1935 ADVERTISING AGE 


PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


ADMEN OUT FOR A BUGGY RIDE 


FIND READING MATTER 


Allyn B. Mclntire, Pepperell Mfg. 

Company, retiring A. N. A. presi- 

dent, and Chester H. Lang, Gen- 

eral Electric Company, Advertis- 

ing Federation president, "split 

up" a copy of Advertising Age at 
the A. N. A. meeting. 


LIKE OCEAN AIR 


Buggying down Atlantic City's boardwalk between A. N. A. sessions 

last week were Ken Dyke, Colgate-Palmolive-Peet Company, new 

A. N. A. chairman; W. B. Potter, Eastman Kodak Company; and 
Paul Ellison, Hygrade Sylvania Corporation. 


TAKE A PLEASANT STROLL ON BOARDWALK tein & Cea: ek Be. 


and Mrs. Coutlee take a stroll be- 
tween A. N. A. sessions. 


TAKES TIME OUT 


7. L. V. Barton, O'Mara and Orms- 
Three of those who attended A. N. A. sessions in Atlantic City la bee, takes time out between 
week were Kenneth Laird, The Western Company; Ai E. Haase; A.N.A. sessions to lunch with 
and Arthur Tatham, Bauer & Black. Mrs. Barton 


PHOTOGRAPHER GETS IMPORTANT SEXTET AT A. N. A. MEETING 


In this photograph, taken at the A. N. A. meeting in Atlantic ag are Vernon D. Beatty, Swift & Co.; 
John H. Platt, Kraft-Phenix Cheese Corporation; Stuart Peabody, The Borden Company; R. J. Flood, Na- 
tional Biscuit Company; Marvin Harms, Premier-Pabst Sales Company; and Joseph M. Kraus, A. Stein & Co. 


ALL SET TO CLEAN UP A FORTUNE 


Bo 


There was plenty of fun at the Monte Carlo party given by the 
A.N. A. last week. The three men leaning against the table in 
this snapshot are Charles Merritt, Conde Nast; Herbert Claridge, 
Salada Tea Company; and George Hands, Woman's World. Look- 
ing on in the background is Marvin Harms, Premier-Pabst Sales 


Company. 


MAKE UP DINNER PARTY AT ATLANTIC CITY 
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W. B. Potter, Eastman Kodak Company (left) and Mrs. Potter (right), 
have dinner at the A.N. A. meeting with A. W. Stockdale, Home 
Arts-Needlecraft, and Mrs. Stockdale. 


FIND MUCH TO TALK ABOUT AT MEETING 


Leo Burnett, Leo Burnett Advertising Company; Don Colvin, The 
Hoover Company; and Edgar Kobak, National Broadcasting Com- 
pany, in a lively discussion at the A. N. A. meeting. 


A. N. A. MONTE CARLO PARTY A SUCCESS 
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Included in this group of "gamblers" at the A. N. A.'s Monte Carlo 
party in Atlantic City last week are J. O. Carsons, H. J. Heinz 
Company; Wilson Condict, St. Louis Globe Democrat; Allyn Mclin- 
tire, Pepperell Mfg. Company; Sidney Matz, Ex-Lax, Inc.; and 
Herbert Metz, Graybar Electric Company. 
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Short Stories of 


Big Successes 


won by wise advertisers 


in the past five years of depression 


S an American institution, the Suc- 
cess Story has suffered eclipse in 
recent years. 

And the pleasant pastime known as 
“pointing with pride” has likewise ac- 
quired the stigma of bad taste. 

Nevertheless, at the risk of seeming 
immodest, we are impelled to relate the 
experiences of certain clients of Lord & 
Thomas in the last five years of depres- 
sion. 

Because those experiences are im- 
portant to other advertisers. 

Because they show the way to adver- 
tising that functions profitably and ef- 
fectively, even in time of stress. 

Because they prove that true sales- 
manship-in-print most surely finds the 
answers to the selling problems of today. 

With the reader’s indulgence, there- 
fore, we proceed to “point with pride.” 


Proof of the Pudding 

In one case, an advertiser has paid a ten- 
year advertising bill, running into mil- 
lions of dollars annually, entirely out 
of increased profits. While doing this, 
his company’s earnings were enlarged 
by an even greater amount, purely and 
simply through salesmanship-in-print 
applied to a single product. 


LORD & THOMAS : 


Another—a food product. One of the 
oldest in America. So well intrenched, 
so familiar to all, that one might say 
advertising could do little more than 
sustain volume. Yet new salesmanship- 
in-print of compelling interest in- 
creased its sale more than 35% in the 
past year. And in one stroke, solved 
a host of vexing problems of private 
brand competition. 


* * 


Another—a drug product. One year ago 
it was going back. In fact, a business 
consultant advised discontinuing the 
operation entirely. Today, it is making 
money. It is intrenched with consumers. 
And enjoys the preference of the best 
outlets in drug distribution. The whole 
difference was the type of salesmanship- 
in-print. 
* *k 

Another — a packaged product. Last 
November this brand was starting from 
scratch. The manufacturer dreamed of 
a nation-wide demand. And geared up 
manufacturing to supply it. His ad- 
vertising began a few days before 
Christmas. Within five months, sales 
on this one item alone far exceeded 
$2,000,000.00 a month. In its industry 


it is the outstanding example of demand 
created by advertising. 


All in the “REASON-WHY”’ 


These are the rewards of salesmanship- 
in-print. Advertising that gives, in an 
interesting way, REASONS-WHY it is 
in the consumer’s interest to buy what 
you have to sell. 

A product does not have to be new 
to yield new advertising ideas. 

Men with feel for ideas that sell, 
often dig great advertising success out 
of seemingly barren ground. 

Check your advertising for its value 
as salesmanship-in-print. Perhaps your 
great REASON-WHY has never been 
told. Some of our greatest successes are 
made with products in which others fail 
to find a winning idea. 

Advertising success, like all commer- 
cial success, depends on getting big men 
behind you. The whole question centers 
on who can sell the most for the money. 

In answer to that question— 

There are more success stories in 
Lord & Thomas today than ever before 
in our history. And that covers a lot of 
ground. In the past five years of depres- 
sion alone we have invested in advertis- 
ing for our clients $180,000,000.00. 


advertising 


There are Lord & Thomas offices in New York; Chicago; Los Angeles; San Francisco; Toronto; Paris; London 
Each office is a complete advertising agency, self-contained; collaborating with other Lord & Thomas offices to the client’s interest 
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